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The Reynolds M’f’g Co. 


Cincinnati, O., August 7, 1890. 


Lapies’ Home JourNAL, 
Philadelphia, Pa. 


Dear Sir: 

We had a small four-line advertisement in the LaprEs’ 
Home Journat last year that did not appear later than the 
December number, which was issued about the middle of 
November, We are hearing all the time from this adver- 
tisement, although nearly a year has elapsed since the adver- 
tisement last appeared. The fact that we received an order 
yesterday with the advertisement pinned on the letter con- 
taining the order, has moved us to acknowledge the value of 
your Journal. Mr. Percy Procter, our advertising agent, 
will place a large amount of advertising for us this fall, and 
he intends to take at least one thousand lines, to be used up 


in one year, in the Lapres’ HoME JouRNAL. 


Very Respectfully, 
THE REYNOLDS M’'F’G CO. 


per P. 
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OF SPACE AND MATTER. 


rhe man who frames an invariable 
ruie to govern his advertisement writ- 
ig is simply a fool. 


\n arbitrary principle may be strict- 


y adhered to in railroad building, even 
the size of the bolts and screws; 


curves and gulles provided 





years before the first blow of the 
pl kaxe. But no man has been born 
who can back his claim of right to dic- 


tate a set policy or run a string of 
xed regulations for the writing of all 


5 





advertisements, 

I have given many years to constant 
practice, and have pretaced those vears 
training 


with the hardest preparatory g, 


riends have been known to 





i 

speak well of some of my work and its 
results; yet, to-day, I do not kaow how 
to write an advertisement which I 
vould dare present as representing a 
style or pring iple of advertisement 
writing which would improve with an 
age of even six months 

Ihe advertisement writer is but a 
counterpart of the physician. He does 
his best. He brings his special edu- 
cation, long practice, and conscientious 
desire to his labor—to more often suc- 
ceed than to fail. 

One can no more formulate a definite 
plan of advertising before being filled 
with the knowledge of the to-be-treated 
article, than can the doctor write his 
prescription before seeing his patient. 

Advertisement writing depends as 
much upon surrounding conditions as 
mercury depends upon temperature for 
its rise and fall. A style which will 
raise garden seeds might bury pianos. 
\ pillar of salt is a good trade-mark 
for a corn-beef man, but a mighty poor 
one for a Vermont dairy ; and the best 
kind of an advertising trade-mark for 
a hotel or steamboat company is no 
trade-mark at all. 

The best style with the best writer 
of it, may make a fool of the writer, 
and positively injure the goods adver- 








\CTOBER 15, 18q No. 16, 


} 


tised, by silly persistence in continu- 
ally using it. ‘That which is fresh ar 


f 


wholesome to-day is often very stal 
and unattractive to-morrow. 

There has never been invente a 
style of advertising which grew better 
with age. 

An intelligent handling of all good 


styles, with as many original ones one 


can think of,sone at a time, is a hun- 
dred times more effective than any 
continuous one, no matter ! 





it may be. 

there are, however, several kinds 
ol originality of all degrees of quality 
Any idiot can be original Sensible 
originality is the only kind marketable. 


€ 
Years ago, big type, bold-heade« 


Statements, and hackneyed sentences 
filled the advertising columns of the 
newspapers with about as much art 





and refinement about them as there is 
ly in bedlam. Then came a 


meio 






change. The reaction has brought a 
whirlwind of business art and litera- 
ture. Story writers and poets turn 
their attention to the composition of 
advertisements, until now a part of 
the better class of advertisements are 
made up to fit the taste of the Monday 
Morning Club, or the Authors and 
Artists’ League. 

Many projessional advertisement 
writers have jumped as far above the 
people as they were once beneath 
them. 

An advertisement is a simple an- 
nouncement of something to sell, 
coupled with more or less of an appeal 
to somebody to buy it. 

An advertisement will not generally 
sell goods directly; it rather assists 
the salesman to make the sale. 

An advertisement is an accomplice 
before the fact. 

The man who expects his good ad- 
vertisements to sell his goods without 
salesmen, or agents, is as foolish as 
the man who expects the salesmen to 
make sales without the preliminary 
skirmish which advertising always does. 
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The advertisement and the salesman 
together fight the battle of trade. 

Because one does a style of adver- 
tising, which, continued for a century, 
pays, is no argument that intelligent 
variety would not pay better. 

Advertising generally pays some- 
thing, even when handicapped by 
botchwork. Give it half a chance 
and it will bring in results. It is 
often a question of making it pay 
better. 

The one great criticism in advertis- 
ing is too little space and too much 
matter. 

Many a man attempts to tell the 
story of his trade within the measure 
of aninch. He can't do it. 

One sentence of crisp printed words 
is far more effective than a conglomera- 
tion of catalogued prose. 

Because the advertiser will read his 
advertisement, and it p!@ases his wife, 
bookkeeper and office boy, there is no 
reason for claiming that the don’t-care- 
a-continental public will absorb a line 
of it. 

Tell the story briefly ; if it be a long 
story, take a long time in telling it, and 
tell it in short chapters. 

Let your space be as big as your 
business. 

No more think of crowding your ad- 
vertising into crowded space than of 
crowding salesroom space, Customers 
are much more important than spacious 
warerooms. Better have both. 

The successful advertiser invariably 
has plenty of space, and uses few words 
in it ; and, what is more, he never cuts 
his advertising during the alleged dull 
times. He knows what he is about. 
Experience has taught him that the 
time to advertise is all the time, and 
that a clear statement of a few words, 
fresh always, and honest, will do the 
business. 

It is all well enough to use small 
space, if you can hire folks at a rea- 
sonable price to look at it. 

A word in closing : 

An advertisement in a regularly is- 
sued publication is worth infinitely more 
than a bushel-basket full of cards and 
circulars—yes, more than two baskets 
full. 

NATHANIEL C, FOWLER, JR. 
————_+oe————_— 

COMPLIMENT your reader by appeal- 
ing to his good sense. ‘Throw out a 
hook well covered by tempting bait. 
Catch the eye—then appeal to the rea- 
son.—H. B. King & Bro. 


STRAY SHOTS. 

The climax has been reached! So- 
licitors—long and short, bright and 
dull, wise and foolish, but all of them 
good talkers if quantity and not quality 
is considered—have sought the trade of 
advertisers in swarms like the locusts 
of Egypt. Last week a new form of 
solicitation struck the town. A dea/- 
mute canvasser appeared on the scene, 
representing a reputable paper and con- 
ducting his conversation with a pencil 
and pad. A few crisp sentences told 
his story in black and white. It was 
with some regret that I wrote under his 
interesting statement, ‘‘no new adver- 
tising.” 

+ * » * 

Newspapers multiply; faster, we 
fear, than the readers do. ‘The in- 
crease in population does not keep 
pace with the increased issues of the 
perfecting presses. It may be extreme 
to say, that because the average reader 
of to-day reads three papers where 
formerly he read one, that he in real- 
ity gives each but one-third of his 
attention, and that therefore the ad- 
vertising space is only one-third as 
valuable as it was twenty years ago. 
There is an unquestioned difference 
in the relation of the case. Who will 
calculate it exactly ? 

* * * 

Mail answers, dished up in various 
forms of comparison, seem to occupy 
a good deal of attention at the moment. 
Allen's Lists, the Ladies’ World and 
other publications give prominence to 
such comparisons in their own adver- 
tisements ard circulars. On page 339 
of PRINTERS’ INK I find one of these 
tables. Having paid large sums of 
money to the /ireside Companion ard 
nothing whatever to Popular Gardes:- 
ing, 1 can discuss the last two papers, 
in their relation to this question, with- 
out prejudice. The advertisement was 
Garden Seeds. The circulation of the 
Fireside Companion is almost absolutely 
confined to the cities. The flagstones of 
the city afford poor encouragement even 
for the best seeds which a florist can 
offer. I would almost as soon think of 
advertising corsets in the 7 odacco World 
as seeds in the Fireside Companion. 
Yet I pay them thousands for Sapolio. 
Popular Gardening shows the worst 
comparison in the list, in point of re- 
turns. Here I think another extreme 
is noticeable. A gardening paper 
would seem to be the place for adver- 
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tising seeds. Are not the readers of 
Popular Gardening, however, veterans 
in the work, who have long ago settled 
their prejudices regarding the different 
seedmen of the country too firmly to 
be changed by a casual advertisement 
two insertions? It is a noticeable 
fact that the only gardening journal in 
the list is at the end of it; which tends 
to prove that journals generally distrib- 
uted in country parts, to new subscrib- 
ers, not too well informed on the sub- 
ject in hand, afford the best returns to 
advertisers who seek return-mail or- 
ders. ARTEMAS WARD. 


DIGNIFIED ADVERTISING. 





The advertisement writers for some 
of the big magazines are really deserv- 
ing of the sympathy of their brethren 
in the craft. The man who writes 
the ‘‘ads.” for a clothing or a dry- 
goods store may resort to any inno- 
cent trick for the purpose of attracting 
attention, and it will meet with the ap- 
proval of his employers. He may in- 
dulge in a little slang, use a burlesque 
cut, or even allow his grammar to be- 
come a trifle awry, and there is no one 
to find fault. 

Not so with advertising men on the 
big magazines. ‘lhey have the dignity 
of their establishments to support. A 
too direct appeal for dollars through 
their advertisements, would be received 
with horror by the genius who presides 
in the editorial chair. Fancy the Cen- 
tury, Atlantic, Harper's or Scribner's, 
for example, appealing to the public on 
the ground of cheapness, an argument 
which few other advertisers hesitate 
to use. Some of the lesser magazines— 
which do not lay claim to so high a 
literary character—make cheapness a 
conspicuous feature in their advertising. 
Frank Leslie's Popular Monthly has 
repeatedly called public attention to its 
claim to being ‘* The cheapest magazine 
published in the world.” But the editors 
of the established magazines who would 
scorn to use sensational methods in their 
reading matter, would consider them- 
selves seriously compromised were their 
own advertisements to suggest anything 
but ultra refinement and conservatism 

As a result the advertising man con- 
tents himself with a bare description 
of the leading features and a repub- 
lication of the table of contents. The 
fiction contained in the number he 
passes over rapidly (as that is supposed 
to be a lighter and consequently less 


dignified form of literature), while the 
heavy articles contributed by specialists 
are given the most prominence. 

Even in the matter of display, the 
effect of the dignity of the establishment 
may be observed. In brief, the adver- 
tisements are not framed with the 
idea of gaining the greatest possible 
number of new readers, but rather so 
that they shall express the preferences 
of the editor and the limited number 
of persons who are able to soar with 
him in the same literary altitude 

It is far from the purpose of 
writer to condemn or even sneer at 
this policy. It simply shows the in 
fluence of advertising, and the power 
which it may become for bad when 
handled by an incompetent person 
If the great magazines were to descend 
to catchpenny methods in their adver 





tising departments they would losé 
‘“*tone” and that respect which is a 
part of their stock-in-trade. Peopl: 


like to reverence something. The aver- 
age woman likes to have one of the 
substantial magazines upon her library 
table, although she may not read one- 
third of its contents. 

Then, again, the advertisement writer 
needs to bear in mind his present pa- 
trons. They expect dignity and pay 
for it. It will not do to disgust them 
with any approach to flippancy in at- 
tempting to build up a _ patronage 
among another class. 

JOHN IRVING ROMER 
_ anal 
A SURE CURE, 

‘* Desperate diseases need desperate 
remedies,” according to the old proverb. 
Apparently this is what the designer of 
the accompanying advertisement had 
in mind when he incorporated in it th 
little sketch that appears in one corner. 


ant relief and 
ALING CATARR 


Serer eset 
}- STODDARD, 








But is it likely that such a “‘ des- 
perate ” remedy—as this, at first sight, 
appears to be—will prove a profitable 
subject for advertising ? 

- 

THE best advertising medium need 
not necessarily have the largest circu- 
lation. The persons who will patron- 
ize you are the ones that you want to 
reach.— Western Banner. 
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GERMAN ADVERTISING. 





Although, according to accepted sta- 
tistics, there are 797 German newspa- 
pers in the United States and Canada, 
the advertisements printed in this lan- 
guage do not constitute a factor of 
muchconsequence. Theyconsist prin- 
cipally of local advertisements. 





Unfere Leute find alle Kunden der 


Toledo Dampfwifherci Ce. 


neben der Strafenbabn-Transferir- Office.. 





The advertising patronage of many 
of the German newspapers in this 
country is made up largely of adver- 
tisements in the English language. 
Others publish a moderate number of 
business cards in the native tongue. 








a fage eud, meine Kinder, wir wer: 
den jene Schuhe nod diejen.Tag befommen, 
und ifr werbdet morgen frih fiir bie Sule 
fang bereit fein. Wir wollen nah Stras- 
Durger’s Laden geben, dem befien, bil 
ligften und juverlaffighen Plage in Der 
Stadt, um Manner-, Frauens und Kinder- 
Sdube yu faufen.°—Ja, id fenne die Num: 
mer, Bapa—fie iff 341 Cummit Strage. 








The two advertisements which are given 
herewith, and which were taken from 
the Toledo (O.) Express, are character- 
istically German both in reading matter 
and in illustration. The first adver- 
tises a German laundry, while the sec- 
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ond is the announcement of a shoe 
store. Forthe benefit of those readers 
of PRINTERS’ INK who are not German 
students, the following free translation 
is given : 

No, 1. 

Our people are all customers of the Toled 
Steam Laundry Co,, next to the Street Car 
Transfer Office. 

No. 2. 

“IT tell you, my children, we will get those 
shoes to-day, and you will be all ready for 
school to-morrow morning. We will go to 
Strasburger’s store, the best, the cheapest and 
the most reliable place in the city to buy 
men’s, women’sand children's shoes."’ ‘** Yes; 
I know the number, papa, it is 341 Summit 
street.” 


a 
GUARANTEEING THE AD- 
VERTISER. 

The responsibility of a publisher for 
the character of the advertisements 
admitted to his columns is a question 
directly involved in the recent action 
of the Government in respect to lot- 
teries. In the eyes of the law the pub- 
lisher who aids in the dissemination of 
fraudulent advertising is a party to 
the fraud. 

What constitutes fraudulent adver- 
tising, however, is a delicate point. 
While there is no question about the 
lottery business, there are other schemes 
for making money by advertising that 
are more difficult to classify positively 
as legitimate or otherwise. There are 
regulations in the postal laws which 
are supposed to protect the people 
against frauds of this kind; but such 
laws are hard to enforce, and where one 
dishonest person is caught and pun- 
ished a hundred others successfully 
ply their vocation. 

It is a matter of note that at the late 
meeting of the American Newspaper 
Publishers’ Association, when it was 
proposed to ask the postal authorities 
to enforce more strictly the laws gov- 
erning the improper use of the mails, 
the publisher of no less a paper than 
the St Louis Republic was immediately 
upon his feet with an objection. Mr. 
Knapp said that even the most moral 
publisher had reason to fear strict ad- 
herence to all of the post-office regu- 
lations. The fact that the proposed 
action was not taken would seem to 
indicate that the rest of the publishers 
agreed with him. Of course, it makes 
a difference whose foot the shoe 
pinches. The New Orleans 7Zimes- 
Democrat is authority for the state- 
ment that many of the papers in the 
North and West heretofore supporting 





a 
































PRINTERS’ INK. 371 


the bill for exclusion from the mails of 
papers containing lottery advertise- 
ments have become significantly silent 
since it has been stated that the bill 
covers the cases of papers publishing 
guessing coupons and the like. 

All reputable newspaper publishers 
aim to exclude fraudulent advertise- 
ments. lhose which bear upon their 
face the intention to defraud are 
promptly declined; but that many 
dishonest advertisers manage to get 
into the biggest newspapers is a no- 
torious fact. 

A few publishers not merely make 
an honest effort to keep out this class 
of advertisers, but go further and 
guarantee financial responsibility of 
those whose announcements are ad- 
mitted to their columns. The Sunday 
School Times prints the following 
notice regularly : 

The Sunday School Times intends to admit 
only advertisements that are trustworthy. 
Should, however, an advertisement of a party 
not in good standing be inadvertently inserted, 
the publisher will refund to subscribers any 
money that they lose thereby. 

In connection with this, an editorial 
from a recent issue is of interest : 

Itisthe custom of the Sunday School Times 
to make careful inquiry as to the business in- 
tegrity of any advertiser who applies for space 
in its advertising columns, In fact, it holdsitself 
responsible for itsadvertisements to sucha de- 
gree, that for many years it has printed at 
the foot of the last page of each week’s paper 
a guarantee as to the good standing of the ad- 
vertisers. During thetime that this guarantee 
has been in force, there have been some busi- 
ness failures of firms advertising in these pages, 
for whieh the publisher could not be held re- 
sponsible, as the parties were well known and 
highly esteemed in business circles. There 
have also been, in this period, some cases in 
which the publisher has been deceived as to 
the good standing of advertisers, and the 
losses thus caused to subscribers have been 
promptly met in accordance with the guar- 
antee. And now it is deemed necessary to 
call attention to the case of a firm whose gen- 
eral business reputation has been such as to 
make the deception it has been practicing the 
more surprising. In June, 1889, J. D. Larkin 
& Co,, extensive soap manufacturers, of Buf- 
falo, New York, began advertising in the 
Sunday School Times. No complaints con- 
cerning them came from subscribers untilafter 
the insertion of an advertisement in April of 
this year, in which the concern offered to send 
with each box “six solid silver teaspoons.” 
Complaints were then received that the spoons 
sent out were not as represented. In some 
cases to which the attention of J. D. Larkin 
& Co. was called, that firm subsequently sent 
sterling silver spoons, claiming that there had 
been a misunderstanding in the case; but the 
evidence at hand is conclusive that often the 
spoons sent out were not such as subscribers 
had a right to expect from the use of the term 
“solid silver.” Ina letter to a subscriber, a 
few weeks ago, J. D. Larkin & Co. wrote as 
follows: *‘ The spoons sent you are solid silver, 
but are slightly cheapened with aluminum by 


anew process.’”” The extent to which they 


were thus cheapened is best shown by the cer- 
tificate of the Assayer of the United States 
Mint at Philadelphia, which reports, conce rn- 
ing one of them, that “this spoon is not sil 
ver,” but contains one-thousandth part of sil- 
ver “‘in the form of thin plating. In view 
of the facts as here given, all subscribers to 
the Sunday School Times who may hav 
been deceived by the advertisement are asked 
to make it known to the publisher, who will 
endeavor to give them satisfactior , although 
the firm in question was in *‘ good standing ”’ 
while its advertisements were adnutted to 
these pages. 

-, 
ADVERTISING WITHOUT £EX- 
PECTING ANSWERS. 

Persons who ride on the elevated 
railroads in New York and Brooklyn 
have become accustomed to looking 
upon signboards at every station, which 
ask, with somewhat annoying persist- 
ency, the question ; 

‘*Are you afraid of a new idea?” 

These boards advertise the radical 
magazine called the 7wentieth Cen- 
tury, whose very name would seem to 
indicate a disposition on the part of 
its publishers to keep ahead of the 
times. Its editor is Hugh O. Pente- 
cost, whose name is not unfamiliar to 
newspaper readers, A late issue of this 
paper contains the following unique ad- 
vertisement 

“HEAR THE OTHER SIDE.” 

A funny motto for the admirers of Mr 
Pentecost’s sermons. The only “ otherside ’ 
they want to hear is the Infidel side. They 
don’t care anything for the Bible side. But 
to gratify the Twentieth Century Publishing 
Co, (may it grow wiser as it grows older), I 
send this advertisement. It is a waste of 
money, I think, but I will try it to please 
them. 

“Tue Biscte ano Lanp” gives the Bible 
teachings about land. Price, $1.00. 

The Christian Patriot answers monthly 
the question: What does the Bible teach 
about politics? Price 50 cents, 

Both for $1.25. 

I don’t expect any answer to this advertise- 
ment. To prevent any disappointment | 
shall prefix to my name the title of courtesy 
by which I am usually addressed. 

v. James B. Converse, 
Morristown, Tenn. 
Adv. 


Advertising without expecting an- 
swers, and merely for the sake of grat- 
ifying the publishers of a paper which 
one is opposing, is certainly a practice 
unusual enough to attract attention. 
It would be interesting, by the way, to 
learn whether the Rev. Mr. Converse 
—whose peculiar views upon certain 
phases of the advertising problem have 
been published in past issues of PRINT- 
ERS’ INK—actually did receive any an- 
swers to his card. 
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MORE *‘CATCHY” ADVER- | ‘ : 
TISING. | BEONLY “SAFETY CHAIN” 
Originality begets originality. It} ard cm — 
was a wise man who told a young seeker lv Any mane #, Lgate 
after success that nothing would do B me 
him so much good as actual contact | y USA 
with a leader, whether in literature, | CYCLE BRUSA-Pool 
business, politics or religion. Original | EVERY MAN WITH A Dy 
: advertising should, and does, exert a| SAFETY - CHAIN 
similar influence. The successful ad- Lp TRY ONE- 


vertiser watches closely the work of his AE BEA 
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contemporaries, gaining an idea here, 
discovering a flaw there—which teaches 
him to be on his guard—and finding 
suggestions everywhere, 











HEN you want to 

buy borax soap 

f again, be careful and ob- 
tain Dreydoppel’s Soap. 

The word borax can- 

not be protected by law, 

and everyone that makes 

soap calls it borax. The 


only protection is to see 


that you get the genuine 
Dreydoppel’s @c., a full 
pound bar at all well 
































i regulated grocery stores. 
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' You buy 
| me, a Remington Standard Typewriter. 
I write 
H (1, 7. e., R. S. T.) your business letters 
é A, " } 
He reads | 
uf 
a] J. H. GOODWIN, your well-wiitten letter and concludes 
i] ROOM 22, 1215 BROAOWAY,. to purchase. 
a) NEW YORK CITY. 7 
E - 
i Turn it over ont wine on the back the y ou sell 
4 —— a good-sized bill of goods. 
ie Dear Sir : ° ° es 
iy Please send me a descriptive I did it. 
3 pamphlet of your “Improved Book-keeping Am I not entitled so some credit? 
and Business Manual,” and oblige, Mind you I ama 
pare Gam, Remington 
( Your name) Standard 
b ee Typewri ter 
4 Hand it to “ Uncle Sam 6 yee will receive = P 
by coture maf teethg mi y Bug. Wyckoff, Seamans & Benedict, 


0k -keeper, and 


business 
= wishes to i ps up ~~ the times should 327 Broadway, New York. 
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LITERATURE AND BUSI- 
NESS. 





The tendency to linger over adver- 
tisements is observable in people inno- 
cent of any suspicion of literary culture. 
They may skip the poetry, also the very 
gems of prose, and discover only a 
anguid interest in the other prominent 
features, while the advertisements do 
not fail to catch the eye and awaken 
interest. This general appreciation of 
advertisements is modern and on the 
increase. It betokens the awakening 
of the common mind to a species of 
entertainment unknown in former times ; 
it points out a newly discovered and 
inviting path into the pleasures of the 
imagination, where all classes may revel 
in innocent delight. I have known a 
laboring man, a rent-payer, to build an 
imaginary house from one of the plans 
found in a magazine advertisement ; 
then select its furniture from styles 
shown in other advertisements of the 
same magazine, and at length from 
these apparently idle dreams derive the 
idea and the inspiration which ulti- 
mated in a home of his own. 

It is to be observed that this power 
of attraction is not to be found in all 
classes of advertisements. Indeed, it 
belongs only in small part to the adver- 
tisement fer se. There are advertising 
pages that look like Sahara, and are 
as devoid of interest for the general 
reader asany medizval, monkish treatise 
on original sin. Such advertisements 
are not perhaps altogether useless ; 
they serve as signboards to point out 
a particular course to a special inquirer. 

If, therefore, there are business firms 
that have spent large sums in advertis- 
ing, only to arrive at the conclusion 
that the much-vaunted printers’ ink 
possesses no talismanic power to allure 
the currents of trade, it may be well to 
inquire whether sufficient attention has 
been paid to the garb of the advertis- 
ing matter. ‘The art of putting things 
is pre-eminently the art that makes the 
fortune of the advertiser. It is the art 
that draws the multitude as by invisible 
bands to crowd upon one another in 
certain establishments, while within a 
stone’s throw goods of the same class 
and quality remain unsought and un- 
sold, in houses otherwise equally in- 
viting and reliable. It is the literary 
artist who has given the victory to many 
a house as against rival establishments 
even more strongly entrenched in capital 
and social position, yet unappreciative 


of literary aid ; and he must be strangely 
ignorant of modern tendencies who does 
not know that the public watches eagerly 
for each new chapter of the ‘‘con- 
tinued story” told in the advertising 
columns of well-known business houses 
—houses that have become so chiefly 
by reason of the skill with which the 
story of their wares is told, 

‘““Anybody can write advertise- 

ments.” True as preaching. So any- 
body can tell a story. But one man’s 
way of telling it puts his auditory to 
sleep ; while another's choice of words, 
quality of voice, and—more than all 
-indefinable power of personality, 
burnishes the same trivial incidents 
into a glowing realism. When quite 
a boy I was fascinated by the cata- 
ogue of a school hundreds of miles 
from my home. I examined the cata- 
logues of other institutions whose 
terms and ease of access commended 
them to the serious consideration of 
my slender means, but in vain. In 
this particular catalogue was a bit of 
description of the natural scenery sur- 
rounding the institution. It was the 
work of a wizard. Also a single para- 
graph on the well-worn subject of the 
general advantages of education. None 
but a word artist could have written 
either paragraph. They cast a strange 
glamour over all the other pages of 
details. My purpose was fixed. I 
must get my education in that particu- 
far institution. Any sort of an equip- 
ment gotten elsewhere seemed to be 
scarcely worth having. I discovered 
later on that I was by no means the 
only student lured from a long dis- 
tance by the power of this catalogue 

Literature is not a mere recreation 
to which the business man may turn 
for rest and refreshing after business 
hours are over ; nor is it only a lubri- 
cant for the wheels of industry. It is 
all this, and may be very much more, 
even the sine gua mon of business suc- 
cess in many a situation.—Robdert F. 


Bb ishop. 


-_— +. 

HERE, in our own irrepressible 
country, the advertising art has made 
the longest strides, and is destined to 
reach the highest stage of development ; 
and this for the plain reason that we 
are already, in resources at least, the 
richest country on the face of the globe, 
and in the extent and rapidity of devel- 
opment are destined to reach a limit 
beyond the compass of any of the 
records of history.— 7. H. Cahill. 
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THE TRADE OR THE 
PUBLIC? 





The immense advertising patronage 
which has been acquired by some of 
the trade journals calls forth from the 
Boston Globe what may be termed a 
protest against so much money being 
spent in their columns to the exclu- 
sion of the daily press. The Glode’s 
argument, which appeared in the form 
of an editorial, with the heading, 
‘*A Lesson in Advertising,” is as 
follows : 


One of the first maxims of shrewd adver- 
tisers is—‘‘ Put your money where it will do 
the most good.” No doubt every business 
man who advertises means to do that; but it 
is one of the curiosities of this fine art—for 
advertising is as much one of the fine arts as 
music or painting—how unskillfully some of 
them go about it. 

A surprisingly large number of otherwise 
keen and wide-awake business men, who de- 
sire to push what they have to sell into gen- 
eral use, secure large markets and multiply 
their customers, fall into the strange error of 
assuming that the one and only place where 
their money will do good is in the advertising 
columns of papers that are published ‘‘ for the 
trade.”’ 

Undoubtedly the papers that are published 
exclusively “‘for the trade’’ are important 
and valuable channels of communication with 
the jobbers and retailers of the various trades 
which they represent, and it would be a seri- 
ous mistake for the large manufacturers and 
dealers to ignore their advertising value, It is 
an equally serious mistake for them to assume 
that if only they can reach the jobbers and 
the retail dealers, and let them know what the 
have to sell, they have done all that is wort 
doing to create a large and general demand 
for their goods, 

This is certainly an odd mistake for any 
advertiser to make, who desires to obtain the 
custom of the great and general public. The 
obvious weakness and folly of such a method 
of advertising is that it puts the cart before 
the horse. It is not the middleman, the job- 
ber or the retail dealer, or what is collectively 
spoken of as ‘the trade,” whose attention 
and favor is alone necessary to the creation 
of a wide and general demand for any article 
of merchandise. To advertise first and ex- 
clusively in the papers that reach *‘ the trade,” 
and are not seen by the great body of the 
reading public, is a fatal blunder. The other 
end of the line needs to be worked just as 
vigorously. Advertisements in the daily press, 
especially in those daily papers that have the 
largest and most composite constituencies— 
that are read by rich and poor, by city and 
country people, by farmers, merchants, trades- 
men, mechanics and liborers, by men and 
women of all conditions—are the best-paying 
advertising mediums for any business house 
to use in introducing a new article to popular 
favor, or in extending the sale of an old 
one, 

Once call the attention of the people gen- 
erally, without distinction of locality or class, 
to the merits of whatever you have to sell, 
and create a general call for it, and the mid- 
dileman, the jobber, the retail dealer, and ‘' the 
trade ’’ will take care of itself. No live retail 
storekeeper remains long without a stock of 


any article for which he has frequent calls; he 
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knows that if the public want it they will have 
it, whether he keeps it in stock or not. The 
jargest and most successful advertisers have 
always acted on the obviously correct principle 
of first addressing the general public, arousing 
its interest, and winning its favor, well know- 
ing that a the trade’? would quickly order 
anything for which there was a large demand. 
This is the principle on which * Cuticura 
Remedies,’’ “* Pyle’s Pearline,”’ and a hundred 
other universally advertised articles have been 
pushed with such extraordinary success. 

The Boston G/ode itself owes its success in 
a considerable degree to its acting upon this 
sound principle. It has advertised largely in 
all the papers that reached the general public ; 
it wanted the masses and it appealed to them— 
not to the few men who sell or deal in news- 
papers or newspaper materials, From the first 
the Glode spent its advertising money broadly, 
calling attention to its features in the daily 
papers of the widest circulation, The result 
was, of course, that when the public took hold 
and called everywhere for the Glode the news- 
dealers promptly took hold, too, and ordered 
enough G/oées to please their customers. 

We commend this brief lesson on the phi- 
losophy of advertising to that numerous class 
of mistaken business houses who are putting 
the cart before the horse by trying to get at 
the public through “ -he trade,” instead of 
getting at ‘ the trade’’ through the public. 


ms lacie 
A CASE WHERE ADVERTIS- 
ING PAID. 





There is one printer in this city—I 
shall call him Doffs, but Doffs is not 
his name—who practices what he 
preaches, and who has found that his 
gospel is the right sort and full of sav- 
ing grace. His theme, first, last, and 
all the time, is : 

** ADVERTISE.” 

Like the good evangelist, he sets the 
proper pattern and, as a result, be- 
lievers are added to “‘ the faith ’’ every 
day. He has a great and growing 
business, and there is no better known 
printer in these parts. His five job 
presses are neveridle. But things were 
not always so prosperous with Doffs. 

Eight years ago the job printing es- 
tablishment (?) of Doffs contained only 
a packing case—used as a table—a very 
ancient chair, and a lithograph of Mary 
Anderson. No type, no press, no pa- 
per, noink! Yet Doffs’ sign was out 
and he awaited the arrival of his first 
customer. Fifteen days flitted away 
and no man had darkened his door. 
Was not his sign out? Well, yes, it 
was out; but it didn’t slap a fellow on 
the shoulder and say, ‘‘ Here is Dofts, 
the printer.” No, no! The sign was 
a very dumb thing, and Doffs knew it. 
He wanted cards to circulate, he wanted 
his sign in the newspapers; but card 
stock cost money, and the newspapers 
did not print advertisements for noth- 
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ing, Alas, poor Doffs was dead broke ! 
In fact, bread was getting mighty scarce 
at Doffs’. 

‘* Advertising pays,” meditated 
Doffs, ‘‘ and, if I could only ‘ work’ 
the newspaper, I think I'd get along.” 
An idea struck him—it was bold, it was 
rash, it was fraudulent; but there was 
bread to win, and affairs were desperate 
with my friend. He sat down and 
penned four copies of the following, 
and mailed them to the four leading 
newspapers : 

Painrut Accipent.—Little Johnnie Card- 
board, a press-feeder in the office of Doffs, 
the printer, street, caught his 
hand in a Gordon press yesterday and was 
badly mashed Perhaps it will have to be 
amputated. 


Ihe item appeared in each of the 
papers in the morning. Before noona 
benevolent looking lady entered Doffs’ 
office and ordered some nice cards for 
a church festival. 

** How’s the boy ?”’ 

‘“* Boy? What 
Doffs, unguardedly. 

‘** Why, the boy that got his hand in 
a press.” 

** Oh, excuse me, 
*most crazy over the affair. He's get- 
ting along nicely, thank you, The 
doctor thinks he can save the hand.” 

‘ Good,”’ said the woman, ‘‘ here is 
a dollar for the little fellow,” and the 
good woman departed. Let us hope 
that if this kind lady ever reads this 
she will be charitably disposed towards 
my friend, as that dollar went to buy 
bread and meat for a family that needed 
just such sustenance. 

From that day Doffs began to thrive. 
He soon had types and presses of his 
own, and through cards and newspaper 
advertising is one of the best known 
job printers in Western New York.— 
Joseph Henderson, in the Press and 
Printer. 


said she. 


boy ?"’ responded 


madam. I am 


- > 
AN Arizona editor placed a ballot-box 
at his office and called upon the people 
to come forward and decide by popular 
vote who was the most infernal liar in 
the camp. The ballots were counted 
in the presence of a great crowd, and 
the editor was elected by a majority 
that paralyzed him. This set him to 
thinking real hard.—£x. 
pm = 
THE Universal Globe is the name of 
a Western paper having about two 
hundred subscribers. It is wonderful 
how some editors can spread names on 
to their sheets. — Detroit Free Press. 


INk. 


ADVERTISING BY 
PROFESSIONS. 
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Not only the strictly business man, 
but the professional man as well, sees 
the increasing advantage of advertis- 
ing, and is loath to get left by hesi- 
tating to avail himself of it. Even the 
reverend clergy now announce to the 
public, through the newspapers, the 
themes of their next Sunday sermons, 
and the regular hours of holding their 
church services, and are only too glad 
to read published reports of their dis- 


courses afterward. The legal profes- 


sion relents to the extent of inserting 
its cards in the local journals, The 
medical men alone regard it as ‘‘ un- 


yrofessional " to call attention to their 
] 

as a natural 
are rapidly 


merits, and 
sequence the “‘irregulars ”’ 
crowding the more dignified and fas- 
tidious ‘‘regulars”’ to the wall, and 
forcing them to call on the Legislatures 
to help them out of their difficulty. 
One cannot readily understand why a 
faculty which humanity stands in such 
constant need of should be made such 
a mystery as to be jealously secreted, 
in this age of universal publication. 
If a man possesses the power in a rare 
degree to render service to his fellow- 
men in their physical extremity, so 
much the more reason for making the 
fact known and giving it a chance to 


distinctive 


do the most good. — 7homas H. 
Cahill 
- —_- 
THE FAVORITE DEPART- 
MENT. 


What part of the newspaper is read 
first by the largest number of persons ? 
This question will be variously an- 
swered. If a vote should be taken 
there would doubtless be a strong show- 
ing in favor of ‘‘ Marriages and Deaths.” 
The contest would likely be very close 
between these and ‘* Contemporary 
Humor.” Many turn to the editorial 
columns and find satisfaction in the 
sense that the affairs of the city, the 
State, the nation, and ‘‘the rest of 
mankind” are safe. For others, police 
reports never lose their fascination. 
There are readers whose attention is 
instantly caught by a ‘‘ displayed 
head,’’ covering an account of a start- 
ling event. The interest of the de- 
partment of communications is unfail- 
ing. Numbers push their way at once 
to the advertising pages.— Brooklyn 
Eagle. 
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A GOOD RULE THAT WORKS 
BOTH WAYS. 





If advertising is essential to success 
in business enterprises, why does not 
the same fact hold good in regard to 
newspaper projects? None of the 
readers of this paper need be told that 
to be successful a newspaper property 
must be managed on strictly business 
principles. Hence, one may well ask, 
if a proper appreciation of the value of 
advertising is so important an element 
of business sagacity, why is it not more 
generally displayed among newspaper 
publishers ? 

I have in mind an estimable weekly 
publication which, during an existence 
of a quarter of a century in one of the 
most prosperous fields the country 
affords, and with practically no rivals, 
has returned to its owner at the best a 
very mediocre profit; and I suspect that 
more than once it has been a question 
of serious doubt upon which side of the 
ledger the largest footing has stood. 
Possessing exceptionable advantages 
and being carefully edited, the publi- 
cation has attained an honorable age, 
but to me it also stands asa monument 
to neglected opportunities. It might 
have been made one of the best-paying 
newspaper properties in the United 
States, in proportion to its size, by 
judicious advertising. 

There is no ground for the argument 
that a newspaper cannot be as success- 
fully advertised as any other business 
enterprise. The country is dotted 
with conspicuous examples of what 
can be done in the way of advertising 
a newspaper. The New York Wordd, 
and indeed most of the New York 
dailies, the Baltimore Sums, Atlanta 
Constitution, St. Louis Globe- Democrat, 
St. Louis Republic, Chicago News, 
St. Paul Pioneer Press, Louisville 
Courier-Journal and San Francisco 
Daily Report are a few of those that 
have won fame and fortune, par- 
ticularly by their widespread adver- 
tising. 

Mr. Joseph Pulitzer was one of the 


first to recognize that it was a poor and carri 


rule that did not work both ways in 
the matter of advertising. ‘‘If the 
patrons of my advertising columns 
found such a use of printers’ ink so 
efficacious,” he reasoned, ‘‘ why should 
not I follow their example?” After 
successfully pursuing such a policy in 
St. Louis, he came to New York and 
rejuvenated, nay, almost resurrected, 


the World. It will be remembered 
that after rehabilitating the establish- 
ment and securing something to boast 
of, he immediately began the system- 
atic and indefatigable boasting and ad- 
vertising which have since given the 
World its extensive circulation and 
reputation. 

Having decided that it will pay you 
to advertise your paper, the question 
now is simply: ‘‘ How can I adver- 
tise?” To such a query no general 
reply can be given. ‘The answer must 
be vouchsafed after a careful consid- 
eration of the advantages, possibilities, 
location and condition of your paper. 
Moreover, if these were given and I 
were able to answer you satisfactorily, 
the answer would be too valuable to 
be confided to even so trusted a friend 
as the Journaiist, for of the problems 
of the latter half of the nineteenth 
century, it must certainly be written : 
‘“*And the Greatest of these was, 
‘How to Advertise.’ 

But the moral of this tale is this: 
Generous and well-directed advertising 
is not only as profitable, but is as ab- 
solutely necessary to the newspaper 
publisher or proprietor as it is to the 
business or professional man.—/ames 
Robison Burnet, in the Journalist. 


2 e 





MERCHANTS cannot study advertis- 
ing all the time—a good agent studies 
nothing else.—H. B. King & Bro. 





oe 
WANTS. 
Advertisements under this head 25 cents aline 


BUY JOKES—Good, original jokes are 

worth money. Don’t be timid, but do some 
thinking, and send what you can, with stamp- 
ed envelope to “ CASH,” care PRINTERS’ INK. 


} ye J ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advectioers. If you want to buy a paper or 
to geta situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 


UIDE BOOK—OLD POINT COMFORT, 
Virginia.—Fifth edition now in press. 
Splendid medium for Advertisers. Thousands 
sold kJ Visitors to the Hygeia Hotel, Fort 
Monroe, Hampton Institute, Soldiers’ Home, 
and: other places of interest in the vicinity 
away as souvenirs. Enamele< 
papers unique form; Cully Shastented, Write 
‘or terms and ae s. C. “BETTS, 
Box 10, Hampton, Virginia. 
Ww: NTED—Newspapers a azines to 
offer our BLGIN 5 Cox? 1 TYPEW RITERS 
as premiums to club rai: A good little 
Penney —_ with ‘tales ro of — yet hd 
meeting bg juccess. ving entire 
satisfaction. Self inking. Writes fast pe o oe 
nary penman. Usual eo paper. 
many schools. Sold b and KE! 
dealers. No free sam: mall We. Cir- 
culars free. F. D, Ww xX & CO., Elgin, UL 
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Correspondence. 
STARTED AS A JOKE, 
Mitton Brap_ey Company, ) 
School and Kindergarten Material, » 
SPRINGFIELD, Mass., Oct. 8, 1890. } 
Editor of Printers’ Ink: 

We inclose you this advertisement, picked 
up during a recent White Mountain trip, 
thinking that it may interest you : 

WHAT, SECOND-CLASS? CERTAIN! 
The ONLY Second-Class Hotel in the U. S. 
HOTEL CHANDLER, 
DUMMER, N. H. 

Famous aT Home AND ABROAD FOR ITS 
HARD BEDS, POOR TABLE AND 
INEFFICIENT SERVICE, 

TERMS THE ONLY THING FIRST-CLASS. 
Under the Mismané omens of DEA, JOHN 





CHANDLER 
WELLE KNOWN a THE STINGIEST 
MAN IN N. 


~ The hotel referred to is a ore which is is 
mostly patronized by teamsters, who draw 
lumber from the mountains to the railroad 
stations some miles below ; but we can testify 
that the proprietor knows how to care for the 
traveling public in good shape. He did not 
write the advertisement himself, but it was 
put in circulation by one of his Boston patrons, 
who started it on its travels as a joke. It is, 
however, proving a very taking card with 
such tourists as find their way into that section. 
MiLTon Brap.ey Co., 
H. W. Bake. 


-o- 
PAYING IN “ TRADE.” 


EprroriaL Rooms or Ficaro, / 
Cuicaco, IIL, 29th Sept., 1890. | 
Editor of Prixters’ Ink: 

he have been so uniformly courteous to 
, regarding such communications as I have 
sent you, that I can only plead that courtesy, 
my strong interest in journalism, and the 
avidity with which [ read Printers’ Ink each 
wee k,asmy excuses for writing yet once again. 
In a recent issue you quote from the A meri- 
can Advertiser Reporter, to the effect that 
the publishers of small newspapers are un- 
business-like in their methods, and that they 
are not exact in following out contracts. Also, 
that these publishers are wont to accept adver 
tisements to be paid for in trade. I desire to 
mourn with you about this state of affairs. 
In nocity in this country are there so many 
cheap ‘‘fake” sheets as in Chicago. The 
post office authorities are kept busy register- 
ing them for mail transmission. Being started 
with little or no capital, they yet realize that 
advertisements must be had, togive the public 
the idea of their solid financial standing. As 
a result, the *‘ trade advertisement ’’ hasgrown 
to be a bugbear to every newspaper advertis- 
ing department in the city, outside of those 
connected with the daily press. This blight 
is more particularly noticeable among houses 
dealing in writing machines, pianos, organs, 
sewing machines and clothing ; it is most to 
be met with among railroads. These ** cheap 
and nasties,” as we know them here, droop 
and die quickly, but their baleful influence on 
advertisers is felt by honestly conducted pa- 

pers long after they have ceased existing 


I am trying to induce the advertising man- 
agers of our meritorious publications to take 
decisive steps for protection against these pub- 
lishing fakirs, and am confident of success ; 
since, already, five responsible periodicals, be- 
sides "Figaro, have agreed to throw out every 
advertisement that is not paid for at living 
rates in Uncle Sam’s legal tender. From the 
first it has been our policy to take advertise- 
ments for cash, only ; feeling that honesty to- 
wards our patrons demanded this, since we 
could not consider it other than theft, for in- 
stance, to take the check of Brown & Smith 
and the cheap-piano certificate of Jones & 
Robinson for precisely the same class of goods 
advertised in exactly the same number of 
inches. We will now be joined by others who 
can, to a great extent, crush out a system 
noxious in alarge city, but practicable enough, 
perhaps, in Podunk, where the publisher and 
editor of the Blooming Squash takes vege- 
tables and kindling wood in return for sub- 
scription and advertising space. 

J. C. B. Anprew 
° -o- 
A PRESS ASSOCIA TION’S REMA RK- 
ABLE ACCOMPLISHMENT. 

Report of California Press Association. 

It was stated that the report of the Exec- 
utive Committee shows that since the found- 
ing of the association, the prices for advertis- 
ing were advanced nearly 30 per cent. 

—-- = 
THE El DITOR APOLOGIZES. 
From the Western Newsman. 

We feel that some apology is due our sub- 
scribers for using the same reading matter on 
our inside pages for three consecutive wee ks, 
says a South Dakota daily paper, but we have 
had a slight misunderstanding with the asso- 
ciation that supplies us with the plates, 
Those who are in arrears for subscriptions 
will do us and themselves a favor by squaring 
accounts as soon as possible, 

quand owes 
A CIRCULATION MADE TO ORDER 
From Texas Siftings. 

Emperor William, of Germany, will publish 
next month a et ped inspired directly by 
himself and he will order a circulation. He 
believes not that the pen is mightier than the 
Krupp gun, but that better than eithe ris the 
combination of both. How long will it be, 
after the Kaiser advances to the dignity of an 
editor, before some incensed subscriber, who 
has paid, invades the sanctum to resent a per- 
sonal fling with another fling of the imperial 
paste pot at the imperial nose? How long 
before the imperial floor is wiped with the im- 
perial ink-slinger? Itis easy enough to be an 
emperor when it runs in the family, but you 
can never, as Coal Oil Johnnie thought about 
his daughter, supply the want of a capacity 
by buying one at a reduced rate in a bric-a- 
brac shop. 
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SPECIAL NOTICES 





Advertisements under this head, two lines or 
more, without display, Be. a line, 


2(0™ CENTURY. 


N, Y. Argosy, 114,000 w. 


ee. Cc ALL, ‘Quiney , MM. 


Lom" MAGAZINES.—More below. 
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| ace eats MAGAZINE—For the South. 


EW HAVEN NEWS.—Best advertising 
4 medium. 
Sih FRANCISCO BU BULLETIN is read by 
the purchasing class. 
YAN FRANCISCO CALL has the most 
“ Want” advertisements. 


VHE NEWS—Largest circulation in Kings- 
ton, Ont. Over 2,000 daily. 

CYAN FRANCISCO CALL is the best morn 
ing newspaper in California. 
AN FRANCISCO CALL is the people’s 
medium and a ' family paper. 


SIAN FRANCISCO BULLETIN, the leading 
Evening Paper of California. 


‘AN FRANCISCO BULLETIN has the 
largest bona fide circulation. 
OME SEEKER. Monthly. 1,500,000 mem- 
bers. l5c. per line. New York. 
HE BOERNE POST, Kendall Co., Texas. 
Only paper published in Boerne. 
NYTHING for Women? LADIES’ HOME 
MAGAZINE, Phila., Pa. 15c. a line. 

‘AN FRANCISCO CALL is unequaled in 
circulation, character and influence. 
EW HAVEN NEWS.—Guaranteed largest 

morning circulation in Connecticut. 

TO NAME MAGAZINE, Baltimore. Jost 

original in the world. $1.50 per inc 
HE Chicago Tribune says : “The SEATTLE 
PRESS is a journalistic ‘ Pathfinder.’ 
HE HOUSEHOLD PILOT, New Haven. 
Monthly circulation over 200,000 copies. 
RIAL ADS., one cent 
words. THE TIMES, 
HE MODERN QUEEN, New Haven. 16 
pages. Monthly circulation over 50,000, 
UILDING ASSOCIATIONS. How organ 
ized and developed. HOME SEEKER, N.Y. 
QIAN FRANCISCO CALL, estab. 1853; actual 
WO circulation; D. 49,360; :8. 51,210; W. 22,846. 
ORLD-WIDE MISSIONS. 125,000 and up- 
wards m’thly. Sworn. Address Chicago. 


WN A EWSPAPER — ty 
sary. N. ¥. NEWSPAPER UNIO ON, 





r line, of seven 
ushsylvania, O 





iY. 


JEATTLE PRESS’S circulation increased 
600 per cent. from Aug., 1889, to Aug., 1590. 


RT IN ADVERTISING.—3 months for 25c. 
$1.00 per year. 35 and 37 Frankfort St., 
New York. 


re Washington 1 Democrat says the SEAT- 
is the best evening paper on 
the Pacific coast. 


OTHROP MAGAZINES (THE), Boston.— 
FIVE of them. Every one good—some 
unsurpassed. Titles below. 


00 A YEAR. Sample free. Land, 
e ME SEMEN. 258 B's and co.op- 
eration. HOME 8. B’ 


HAT the Boston Tray encwtet, New York 
Post, and a gt Te os are to 
the East the SEATTLE PRESS is to the Pa- 
cific coast. 

Tit ATTENTION of high-class advertisers 
is a ty to THE ST. AUGUSTINE NEWS. 
Y, Publisher. 

Ueien, B a 


way, N. Y. 


General Office, 


. Plummer & C 


APER DEALERS,— 

of 161 William St., as York, will fil 
any order for paper—from half a quire to 
thousand-ton lots. 


UBLISHERS, who purpose offering pre- 

miums this season, should correspond 
with WORLD MANUFACTURING CO., 122 
Nassau St., New York. 


‘WVHE HERALD, panes — ates, Bove 

Scotia, is one of a“ PR RRED LIST’ 
of newspapers itm. = penaies rs 
by Geo. »well & Co. 


HORTHAND BY MAIL. anaes teaching 
) by a Government stenographer. vente 
lessons for $10. T. McGILLIC DY, 631 Man 
ning Ave., Toronto, Ont. 


‘CIENCE, published at New York, Y., is 
b one of a select list of ph Ny recom 
mended to advertisers by Geo. P. Rowell & 
Co. as a desirable medium. 
DVERTISEMENTS received for leading 
4A American newspapers. Files kept three 
months for examination by advertisers. Ad 
dress GEO. P. ROWELL & CO., New York 


YHE LORD & THOMAS Religious News 
paper Combination is THE medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies. 


ATIONAL TRIBUNE is the only paper 

published at Washington, D. C., to which 
the American Newspaper Directory for 1:90 
accords a regular circulation exceeding 100,000 
copies each issue. 


HE LEDGER, of Chicago IIl., is one of 

the 100 publications in America thai, ac 
cording to a list published by Geo. P. Kowell 
& Co., circulate between 25,000 and 37,500 
copies each issue. 


LBANY MORNING EXPRESS, Albany, 

N. Y.—Everybody in vicinity of Albany 
reads it. Favor te with advertisers. Largest 
circulation of any morning paper at the 
Capital. Rates reasonable. 


| yg apy CLIPPER, a live journal 
} in the most prosperous section of Ver- 
mont. Sample copy and s poste! od adver eing 
rates gladly furnished. WHIT- 
NEY, Pub., Burlington, Vt. 


DVERTISERS and printers should send 
ten cents to THE J. E. MANGAN PRINT 
ING COMPANY, 1007-11 at St., St. Louis, 
for their Catalogue of Art Ornaments, which 
contains over 500 designs and ideas. 


Tis pee | published in New York City, 
is one of the 28 publications in the 
United States that, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


HE CHRISTIAN ADVOCATE, New York 
City, is one of the 43 publications in the 
United States that, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate 
between 50,000 and 75,000 copies each issue. 
HE GUARDIAN ANGEL, published in 
Philadelphia, is one of the 100 publica 
tions in America that, according to a list 
ublished by Geo. P. Rowell & Co., circulate 
tween 25,000 and 37,500 copies each issue. 


ARM AND HOME, published at Spring 

field, Mass., is one of the 27 publications 

in the United States that, according to a list 

published by Geo. P. Rowell & Co., have a 

regular average issue of more than 150,000 
copies. 


20% CENTURY (N. Y. City). The weekly 
Radical Magazine. The Medium of the 
Radicals and Progressive of the U. 8. and 
Canada, in religious and socialreform. Their 
me journal. Why not appeal to these 
classes direct ? 


HE PRICE of ‘the Am American Newspaper 

Directory is Five liars, and the pur- 
chase of the book carries with it a paid sub- 
scription to Printers’ Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 
No, 10 Spruce St., New York. 
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LANS.—Send one dollar for design, plans, 

instructions, specifications and details to 
completely build a beautiful home. Simply 
state about what ay dwelling you desire, 
and address THE NATIONAL BUILDER, 
Adams Express Building, Chicago, Il. 


PVHE sworn circulation of THE ARKANSAS 
METHODIST, published at Little Rock, 
is fifty per cent. large r than that of any other 
pone r, religious or political, in the State. It 
8 the Official Organ of ail the Conferences in 
the State. BENNETT & THORNBURGH, 
Publishers. 
\ HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay for a year’s subscription to 
Printers’ Ink. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 
\ HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $50, he will be presented witha 
complimentary copy of the American News- 
paper Directory; a past, of 1,450 pages, price 
G. P. R¢ WELL Co., Ne -wspaper Ad 
ve ortising Agents, 10 haves e &t., New York. 


fQVEXAS FARM AND RANCH, a semi 

m@gnthly published at Dallas, has, ac 
cording to the American Newspaper Direc 
tory for 1890, by far the largest circulation of 
any agricultural periodical printed in the 
State of Texas. Eastern Office—22 Times 
Building, New York. J.C. BUSH, Manager. 











NHE ARGOSY, New York, a high grade, il 
lustrated family weekly (32 pages), is 
one of 36 publications that, according to a 
list published by Geo. P. Rowell & Co., circu 
late between 75,000 and 100,000 copies each 
issue. The average is 114.00. Advertising, 
6) cents per line, with discounts for amounts. 


I OTHROP MAGAZINES, (THE) Boston.— 
4 —— AW AKE, mee year; BABYLAND, 

ca year; THE PA $l a year; UR 
LITTLE MEN AND Wo! MEN gi a scen: C.Y.F. 
JOURNAL, $1a year. Send for samples and 
combination rates to D. LotHrop Co., Boston. 
Always include them when getting estimates. 


HE MEDICAL WORLD (Philadelphia) 

has a circulation larger than that of any 
other medical journal in the world. Its 
books, press rooms and binding rooms are 
ope to inspection at any and all times. 
Shows all kinds of proof of circulation and 
invites comparison with any other medical 
journal. 


HANKSGIVING and Zose numbers of 
HE MONTHLY GUEST, Cooperstown, 
N. Y., will contain many special features. 
Printed on extra fine paper. Circulation 
over 100,000 each issue. Rates, Sic. per agate 
line, per month. Advertising space now be- 
ing rapidly taken. Forms close Oct. 25th and 
Nov. 2th, respectively. 


AS. Illinois.—Geo. P. Rowell & Co. pub- 
lish a list of the best or most widely cir 
culated or influential newspapers issued at 
important business centers throughout the 
country ;—the newspaper in each place that 
gives the advertiser the most for his money. 
On this list THE TELEGRAPH, Daily and 
Weekly, is named for Alton. 


YANANDAIGDA, N. Y.—Geo. P. Rowell & 

/ Co, publish a list of the best or most 
Hewen A circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
ope that gives the advertiser the most Sor 

is money. On this list THE TIMES, Weekly, 
is named for Canandaigua. 


NOXVILLE, TENN.- Geo. P. Rowell & 
Co. publish a list of the best or most 
widely circulated or influential -newspapers 
issued at important business centers through- 
out the country ;—the pommpaper in a place 
that gives the advert mo: or his 
money. On this list THE OURNA . Daily 
and ‘eekly, is named for Knoxville. 





QrareraS MISSOURI.—Geo. P. Row 
ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 
out the country ;—the newspaper in each 
grees that gives the advertiser the most Sor 
his money. On this list THE LEADER, Daily 
and Weekly, is named for Springfield. 


r =s Sg! ‘OF AMERICAN LITERA- 
E. C. Stedman and E. M. 
Hute aaa ‘Tn preparation seven years, 
y= completed; 11 volumes, 1,207 authors, 
.671 selections, 16) full-page portraits. Ex 
press paid. Payments one cent per volume 
vrday. Five sample portraits free. CHAS. 
» WEBSTER & Cv. ., 3 E 14th St., N. Y. 


ORWICH, CONNECTICUT.— Geo. P. Row- 

ell & Co, publish a list of the best or most 

~- idely circulated or influential newspapers 

issued at important business centers through- 

out the country;—the newspaper in cach 

gece that gives the advertiser the most Sor 

is money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 


DVERTISING IN GERMAN NEWSPA 
PERS throughout the United States and 
Canada carefully executed, at favorable 
prices, and with every advantage as to posi- 
tion, display, changes, etc. , by GEO. P. ROW 
ELL & CO., 10 Spruce St., New York City. 
A complete List of all German Newspapers, 
with circulation of each, in pamphlet form, 
sent on receipt of 10 cents. 


HH ALD, SPRINGFIEL D, MO.—Geo. P. 
Rowell & Co. publish a list of the repre- 
sentative daily newspapers issued in cities 
having a population of more than 2.000; 
the newspapers in each place which can be 
specially recommended to advertisers as com- 
ing = to the requisite standard of character 
and circulation. THE HERALD, of Spring- 
field, Mo., is included in this list. 

( NE of the most successful advertisers we 

ever had always ordered his advertise 

ments in this way : * Get the best service you 
can for me for $5,000. ” He left every detail 
tous. There is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent’s hands by getting him to tell in 
advance exactly what he will do. GEO. P. 
ROWELL & CO., 10 Spruce St., New York 


OURNAL AND COURIER, New Haven, Ct. 
—Geo. P. Rowell & Co. publish a list of the 
representative ow ponspapese issued in 
cities having a population of more than 2.000; 
—the newspapers in each place which can be 
specially recommended to advertisers as com 
ing up to the requisite standard of character 
and circulation. The JOURNAL AND COUR 
IER, of New Haven, is included in this list 


Q WORN STATEMENT of the circulation of 
) the Weekly CONSTITUTION.—State of 
Texas, County of Parker: Before me, Henry 
Miller, a notary public in and for Parker 
County, on this day personally appeared W. 

is Connelly, business manager of the Weath 
erford CONSTITUTION, and to me well 
known, who stated upon oath, that at the 
time of the purchase of the “Sun” by Mr. 
Wm. F. Beck, the Constitution Office was 
then printing an edition of 2,880 copies of the 
Weatherfo: CONSTITUTION; that since 
that date (July 18, 159), it has printed eve ry 
week 180 quires, or 4,320 copies, all of whic 

have been sent to regular subscribers, adver- 
tisers and exchanges, with the exception of 
a very few copies mailed upon request for 
sample copies. W. P. CONNELLY. Sworn and 
subscribed to yy? me, this the fifteenth 
day of August, A. 189. Henry MILLFR, 
Notary Public. FROM SIX STATES.— Expe- 
rience of a Fort Worth Advertiser with the 
CONSTITUTION.—Fort Worth, Tex., Sept. 4, 
1890. Wm. F. Beck, Esq., Weatherford—Gent: 
Our statement for August received. Will 
remit 8thinst. Continue adv. through Sep- 
tember and oblige. Have received nineteen 
responses—three from Arkansas, twelve from 
Texas, one from Minnesota, one from Tennes- 
see, one from Kansas and one from Louisi- 
ana. LeaTHERMAN & FRASER. 
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A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., Pustisners, 
Office: No, 10 Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 cents 
a line ; $50 a page; one-half page, $25; one- 
fourth page, $12.50. First or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
cents a line. Advertisements must be handed 
in one week before the day of publication. 


NEW YORK, OCTOBER 1:3. 1890. 











OnE of the penalties of fame, or 
rather one of the penalties of having 
one’s own portrait appear in newspaper 
advertisements, is the free use which 
the outside public feels itself privileged 
to make of such pictures. Ina recent 
issue of the Durham (N.C.) Glode, for 
example, appears a glowing biography 
of a local celebrity, adorned with the 
familiar features of Mr. W. L, Doug- 
lass. Underneaththe picture is printed 
the name of Mr. Peter M. Briggs, the 
subject of the biography. The sketch 
contains some irreverent remarks on 
the subject of baldness, which can 
hardly be considered as flattering to the 
real owner of the features portrayed. 





THE leading article in this issue of 
PRINTERS’ INK is contributed by Mr. 
Nathaniel C. Fowler, author of ‘* About 
Advertising,” and upon whom the New 
York World has bestowed the honorary 
degree of ‘‘D. A.” (Doctor of Adver- 
tising). In one place in his article he 
directs attenticn to a peculiar style of 
advertising which has come into promi- 
nence recently. Mr. Fowler says: 
** Tell the story briefly ; if it be a long 
story, take a long time in telling it, 
and tell it in short chapters.” This 
style cf advertising is exemplified by 
some of the announcements of the 
Remington Standard Typewriter and 
the Hendryx Bird Cage, specimens of 
which were given in PRINTERS’ INK for 
August 27. If the new fad is adopted 
by any considerable number of adver- 
tisers, it will have the effect of giving 
the papers a disconnected, to-be-con- 
tinued-in-our-next appearance, distract- 
ing to readers. 


THE words, ‘‘ Proved Circulation,” 
have been registered as a trade-mark 
by the Chicago Saturday Blade. At 
first the Patent Department at Wash- 
ington refused to register this trade- 
mark, claiming that the expression 
was in common use; but after ex- 
haustive examination was unable to 
find that it had been adopted by any 
other publication, Apropos of this 
circumstance, the Blade remarks: ‘‘So 
far as we know, the Saturday Blade 
is the only paper that has proved its 
circulation each and every week, and 
only claimed what it could prove.” 


THE Pittsburg (Pa.) Zimes in col- 
lecting for publication the opinions of 
various local advertisers as to the value 
of printers’ ink, secured the following 
letters from two local physicians: R. 
A. Woods, M. D., writes: ‘‘ I believe 
advertising necessary to establish a 
business of more than ordinary propor- 
tions, or create a large and success{ul 
one ina short or limited time. From 
experience, I know that it will shorten 
the time usually required by gentlemen 
in my profession to establish a lucrative 
practice.” Wm. C. Byers says: ‘* My 
opinion is that a professional man, by 
making use of the advertising columns 
of a live paper to let the public know 
of his qualifications, will enjoy twenty 
years of the best part of his life, which 
otherwise is devoted to ‘ waiting and 
starving,’ unless backed by rich rela- 
tives. By the aid of the Zimes and 
other city papers, I am well fed and 
enjoying a lucrative practice, while 
other young medical men are lounging 
and starving in their offices, calling me 
a ‘ quack,’” 





THE student of contemporary ad- 
vertising will find much to interest him 
in a publication just issued by the A. 
N. Kellogg Newspaper Company as 
an advertisement of the ‘‘ Kellogg 
Lists.” The pamphlet, which contains 
130 pages, is made up largely of repro- 
ductions of ‘‘ads.” having appeared 
in the Kellogg system. Beneath each 
are a few lines from the advertiser him- 
self testifying to the value of this me- 
dium. But the principal reason for 
mentioning this publication here is its 
unusual typographical beauty for a 
work of this character. It issues from 
the De Vinne Press, and is printed 
upon paper of the same grade as that 
used by the Century for its ‘‘cut’ pages. 
Special designs of considerable artistic 
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merit adorn the covers, There has 
been a very perceptible advance in 
the mechanical character of adver- 
tising pamphlets of late, and the 
cheaply printed circulars which used 
to flood the mails by the thousands, 
are, aS a consequence, at a discount. 
Advertisers seem to realize more than 
ever that if such productions are to 
accomplish any less ignoble end than a 
resting place in the waste basket, they 
must be possessed of real merit. To 
be kept, they must be made worth 
keeping. 





THE curious custom existing in other 
countries, known as publishing the 
* Banns of Marriage,” is often heard of, 
but it is rare that one actually sees such 
a publication in an American newspa- 
per. ‘Phe following from the ‘‘ En- 
gaged ” column of the New York Her- 
ald fo1 Octobe: 1 is of interest : 


DE LOOPER—ADAMS.—Banns of marriage. 
It is made publicly known that the two 
persons mentioned below wish to contract 
marriage. 

JOHN GEORGE DE LoopPER, bachelor, Pro 
testant, commercial agent, living at Jumet, 
Belgium; son of the deceased Ariede Looper, 
manufacturer, and of his wife, Luise Doro 
thea Wilhelmine Elise Guttich, living at 
Jumet. 2. And Ruts Apams, formerly living 
in New York, daughter of the deceased George 
Washington Adams, manufacturer, and of 
his wife, Marie Nast; inhabitants of Goep- 
ingen. Objections to the intended marriage 
1ave to be made known to the undersigned 
within two weeks from the publication of 
this paper. The Mayor, ALLINGER. 

GOEPPINGEN (Wuertemberg), Sept. 16, 1890. 





W. Foss, 
now 


ADVERTISING rhymist Sam. 
of Boston, the author of those 
famous lines : 

Start in boldly, and go faster, 

Be a Vanderbilt or Astor, 
will have to look to his laurels. There 
is another Richmond in the field in the 
person of Mr. W. R. Roberts, of Phila- 
delphia, who invokes his muse in the 
interests of a combination of religious 
papers. A poetry contest between two 
such famous cities as Boston and Phila- 
delphia would certainly be an event of 
importance to the advertising world. 
So far the odds appear to be in favor 
of the latter city, as we have yet to see 
any of Boston's productions equaling 
Mr. Roberts fervent invocation : 

Come down, come down, you soaring muse, 

And do your duty telling news. 

This is at once eloquent, appropriate 
and suggestive. But there is one por- 
tion of the Philadelphia epic, as pub- 
lished in our advertising columns this 
week, to which we must take exception. 
Having induced the ‘‘ soaring muse ” to 
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‘come down”’ from her lofty altitude, 
the now inspired author inquires 
Where can be found the learned tome 
Whose wise advice, when read at home, 
With firm conviction will inspire 
Its reader with the true desire 
To be an advertiser great ? 
There is none yet; there may be late. 
Believing that the muse is entirely 
sincere in the inquiry she makes through 
her disciple, we, in turn, would inquire : 
What is the matter with PRINTERS’ 
Ink? While we have not exactly 
claimed to be ‘‘a learned tome,’ our 
mission, as we have construed it, has 
certainly been to furnish ‘‘ wise advice,” 
calculated to inspire the reader ‘‘ with 
the true desire to be an advertiser 
great.” We trust that Mr. Roberts 
will call the attention of his muse to 
this matter, and see that hereafter in 
her soarings she does not entirely 
overlook the affairs of this mundane 


sphere. 





IN a circular issued by the Florida 
Press Association for the ** information 
of advertising agencies and adver- 


tisers'"’ appears the following clause 


‘“‘It binds its members to allow no 
agents’ commission or discount to ad- 
vertisers direct, make reduction 
to agents other than their commission.” 


or to 


If adhered to, this action ought to 
prove very beneficial to the Florida 
journalists in the long run. In the 
meantime, the recognized advertising 


agencies will be interested in watching 


action is observe: 





how closely the 1 
among the members of the associatior 
nn aadl 
FOR SALE 


Advertisements under this head 25 cents a line 


= —Catalogue free. W. PRES- 
COTT PRAY, , Lawrence, Mass. 


REPUBLICAN WEE! EEKLY, of good stand 
i ing, in a city of over 200,000, Established 
30 years. National reputation. Terms easy. 
A rare chance. Address “ REPUBLICAN,” 
care of Printers’ Ink, New York. 


FOR SALE. —A ~ First class, Good-paying 
PRINTING ( OFFICE in best part of Kan 

sas (no failure of crops) is offered at a bargain, 
as owners must sell on account of other 








business. Address “R N.,” care PRINTERS’ 
INK. 
F YOU want to sell your Newspaper or 


Job Office, a Press or a Font of Type, 
tell the story in twenty-three words and se nd 
it, ne dollar bill, to the office of PRINT 
ERS’ If you will sell cheap enough, a 
single pf, of the announcement will 
generally secure a customer. 


A GOOD BUSINESS CHANCE.—To a suit- 
able party, with a few hundred dollars, 
there is a good chance to secure either a half 
or whole interest in an established Commer- 
cial Paper; also in a good Stereotype Foundry 
for general work, in the city of New York. 
Address A. G. CHANCE, care Printers’ INK. 
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Miscellanies, 





A Southern paper is called the Zad/e. 
A newspaper that is frank enough to admit 
that it is in the soup deserves to get out.— 
Minneapolis Tribune. 

‘* Funnyboy says his postage alone 
costs him $500 a year. 

“ Is that because his wit is so heavy ?’’ 

*““No. He’s too conceited to send it as sec- 
ond-class matter,’’—- 7¢xas Cartoon. 


‘*T think,” said the editor, in a wor- 
ried tone, “that I will, ow journalism and 
take to astronomy.” Why?” “ Well, as- 
tronomers always seem to lowe more space 
than they know what to do with.” — Washing- 
ton Post. 


Marvelous Realism.—Artist: You 
didn’t accept that little drawing of mine— 
the drawing of a hen? 

Editor: No; it was not true to life. 
Artist: Not true to life? Why, when I put 
it on your desk it lay there!— The Epoch. 


Bjenkins Was a Bjoker, Too.~-‘‘ I 
never look at the poet’s corner in the local 
paper,” said Bjenkins, disdainfully. 

ha You don’t ?”’ was somébody’s languid re- 

y 
Px No,” said Bjenkins, ‘‘ I den’t. The fact 
is, you see, I’m a poet scorner myself.’’— 
Somerville Journal, 


German Hotelkeeper— Hist! The 
great Bismarck was here half an hour ago. 

Reporter—Ah! did he say anything to you 
of an official nature ? 

German Hotelkeeper— No; his utterance 
was merely that of a private gentleman. 

Reporter— Tell me what he said. 

German Hotelkeeper—Two beers.—/udge. 


Editor—I’ve brought this vest back. 
It’s too small. 

Tailor—Well, I can fix that easily enough 
by letting in a V. Where would you prefer 
to have it put in? 

Editor—What, the V ? 

Tailor—Yes. 

Editor—For Heaven's sake, put it in the 
pocket. That’s where I need it nrost.—Brook- 
lyn Life. 

Assistant Editor—I’m afraid you 
made a mistake in putting in that paragraph 
saying that Grinder, the candidate from the 
Twelfth Ward, is a bad character. Old 
Grinder is a very heavy advertiser. 

Editor—W hat did I say ? 

Assistant Editor—You called him ‘a cor- 
— and vicious demagogue.”’ 

ditor—Well, print an apology, and say it 
wasa typographical error. —A merica. 


Able Editor (to new dramatic critic) 
—I like your work, sir. I am delighted with 
it! No matter how young, and lovely, and 
pretty a new actress may be, you don’t gush 
over her. 

Dramatic Critic—No, sir. 

“That is what I like about your articles. 
With all my former critics I was in hot water 
half the time. They were ot yees fellows, 
and every Monday night they'd bring in a lot 
of fresh gush about some new actress, and 
every time, without exception, my wife would 
suspect me of writing those articles myself. 


4T see. Well, there’ll never be any such 
trouble while I’m with you. I've got a wife, 
too, and she knows I write ’em.’’—Good News. 


A young woman sent toa newspa r 
a poem entitled ‘* | Cannot Make Him Smile 
editor ventured to express an opinion 
that she would have succeeded had she shown 
him the poem. -—-Z. xchange. 


“* Talking about high-priced writers, 
I know a man who can get what he likes for 
sey wey he signs his name to.”’ 


* No; he writes prose. His name is Jay 
Gould.”"—West Shore. 


** Look here,”’ bawled the editor of 
the New York Wordd: ** What do you mean 
by Pi puttin all of our late telegrams under the 

Hurriedly Heralded?’ We ain’t ad- 
as au 4 oom goer sheet in this office; 
not if I know it!”’—Light¢. 


It Pays to Advertiee. —Cumso: You 
can’t convince me that it doesn’t pay to ad- 
vertise. 

Banks—Why not? 

Cumso—I advertised for a watchman for 
my store when the position became vacant, 
and I was robbed the very next night after the 
advertisement appeared.—ASrooklyn Life. 


A VISIT TO THE SHADES. 

“Mr. Longfellow in?” asked the reporter 
of the gentlemanly janitor at the <i of 
the House of Hades, Elysian Fields, V 

** He’s over there by the river, under the 
trees, readin’ poetry,” said the janitor. 

The reporter accordingly went toward a 
little grove, where the late distinguished poet 
sat reading some selections from recent maga- 
zine poetry whici had been rather cruelly as- 
signed to him as a penance. He looked up 
with a sad smile at the sound of feet brushing 
through the asphodel, and bowed slightly, 
with a grave courtesy. 

“* Mr. Longfellow, I believe ?’’ said the re- 
porter. 

‘*That is my name,” said the author of 
** Excelsior.” 

“This is indeed a fortunate event,’’ said 
the reporter as he sat down on the bench be- 
side the gray- -haired Shade. ‘Do you read 
the Evening Sun? 

Mr. Longfellow said that he had not re- 
newed his subscription. 

** Well, sir, if you had even borrowed a copy, 
you might have seen that two teachers in the 
public schools of Brooklyn and one member of 
the Board of Education have felt obliged to 
forbid the reading by the children of ‘ The 
Building of the Ship,’ because the poem is so 
distinctly immoral. What have you to say 


“Why, I didn’t write it for an immoral 
poem,” said the Shade. 

** But you see, as the school teachers point 
out, that there are things in it about bride- 
grooms embracing brides and maidens pillow- 
ing their heads on young men’s breasts, and 
a whole lot of impure and degrading meta- 
phors,” said the reporter. “The school 
teacher said he wouldn’t have believed it of 
you, for he thinks you have written some very 
nice etry at times.” 

ut it's all a mistake! ’’ cried the wretched 
ghost. “I don’t think it’s right to put bad 
meanings where they do not belong, and, 
worse than all, to give children the idea that 
they must always be on the lookout for some- 
x is not good and healthy.”’ 

ave you any retraction to make, Mr. 
Long fellow?” said the reporter, with dignity, 
ignoring remarks which answered no question. 

** Not a word,” said Mr, Longfellow.—N. 
Y. Evening Sun. 
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Important to Advertisers! 
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ATTENTION I8 OALLED TO OUR PATENTED 
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AND BASE. 
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Double Column Plate and Base. 


OUR INVENTION consists of an Interchangeable SELF- 
LOCKING Electrotype or Stereotype MOVABLE 








eo. / Qo 
/ TOP PLATE with Base, made 
SINGLE OR DOUBLE COLUMN WIDE, 
AND ANY LENGTH THAT MAY BE DESIRED. 
SELF-LOCKING PLATES + SELF-LOCKING PLATES 
Are extremely simple and at the same Facilitate CHANGES of MATTER and 
time entirely free from danger of pull- are a GREAT SAVING TO ADVER- 
: ing out when locked in a form. TISERS who use a series of announce- 
} — and make daily or weekly { 
SELF-LOCKING PLATES pects | 
Require but ONE BASE for each ad- SELF-LOCKING PLATES f 
vertising contract, no matter how many Have always given ENTIRE SATIS- 
changes are made in the advertisement. FACTION wherever tried. Remember, { 
| = yt aegecte | py wed by —e 
FLF-L KIN P TE is device and at the same time can H 
$ LF-LOCKING PLA VES at a — attractive ALTERNATING ad 
machinery and they are GUARAN- 
TEED to be PERVEOT in every var- | SFLF-LOCKING PLATES 
q And Bases are ACCURATELY Fitted 
\ SELF-LOCKING PLATES They give a SOLID METAL FOUNDA- 
| Weigh less than ONE-HALF as much TION for Printing or Stereotyping, 
i= as the ordinary type-high plates and thus insuring a clear, uniform impres- 
i thus insure a saving in metal and trans- sion of the advertisement and greatly 
{ portation charges. enhance its value. 





Give us a Trial Order. 368-370 Dearborn St., CHICAGO. 


EASTERN OFFICE, 66-69 Tribune Building, New York. 
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FAMOUS EXAMPLES OF SUC- 
CESSFUL ADVERTISING. 
Take Gillott with his little steel pen ; 

or Day & Martin with their blacking ; | 
or Bass with his world-renowned ale ; 
or any of the everywhere-known French 
vineyards and their owners; or the} 
great ocean steamer lines, beginning 
with that of the Cunards; or, coming 
directly home, Bonner and Barnum ;| y 
the proprietary medicine advertisers ; 
the successful publishers of books and 
magazines and newspapers; the great 
dry-goods houses that make a line of em- 
poriumsacross the American continent ; 
the railways and steamboat lines, and 
always enterprising excursion man-| 
agers ; the hotel keepers with business | 
at the flood the whole year round, and 
so on to the end of a very long and in- 
teresting chapter—and any one can 
comprehend at a glance that none of | 
the vast results could ever have been | 
achieved or even dreamed of by them, 
unless they had applied the magical 
key of advertisement to unlock and 
disclose to them the whole of their pres- 
ent substantial and richly deserved for- 
tunes.— 7’. H. Cahill. 





We would like to Talk Paint with You. > 


©. J. CUDE & CO., 
ADVERTISING PAINTERS, ¢ 
113 Gth Ave., N. ¥. City. 

, Painted “‘ Pearline” for the past six years. @ 


CANADA —If you intend advertising in 
» Canada it will be of interest to 
know that we handle more business with 
Canadian movmpaers than ouy other Agenc 
3 existence. control the Canadian ad- 

rtising of many of the largest and shrewd- 
be advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can- 
ada alone, and an intimate know ledge of the 
peculiarities of the Canadian press, gained 
by many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate with us before plac- 
ing your orders. A. McKIM & CO.,, 
Mentreal. 


A Thousand Newspapers a Day 


ARE READ BY 


The Popes Clipping Bureau, Robert and Linn 
Luce, 108 Milk St., Boston, Mass. 


WHO FOR? 


Business houses, that want earliest news 
of construction ; 

Supply houses, that want addresses of 
probable customers; 

Sixty class and trade ot 

Public men, corporations, professional 
men, who want to get news, see what is said 
or them, or gauge public opinion. 























BEATTY’S ORGANS Ror 


address Hon. D. F. Beatry,Washington, N. J. 


Portraits—Made to order ems | 
Photos. Cheapest aernrs — 204 cuts 
Came PRES: Send for proofs. TRAL 

RESS ASSOCIAT’N, Columbus, O. 


THE NOTE BOOK is a neat, 
live monthly. Circulation 5,000 
—— Rates, 8 cts. per line; 
| | | a per inch, nonpareil. 
A. A. RB. | GOODSPEED, SPEED. Pub., , Dwight, Ii. 


MUSIC IN THE AIR. tizouinse 
your Piano or Organ is le pitieee oF berm. 


send the name on it tothe MU L co 
RIER, % East 14th St., New York. No charge. 



















ADVERTISERS : 
FOR UNIQUE DISPLAY, 
EXPERT -ADVICE, 
LOW RATES AN 
SATISFACTORY SERVICE 


KL POPE Static 
AMEXTHANGE K 


AUSTRALIAN, .2nteasezetr 


: ‘ wes gaould like uy to write to us for | | 
= estima @ guarantee to save you money, 
for, Lea on te spot, we can do advertisin 
cheaper than any other firm ata distance. All 
papers are filed a! our bureau, and every appear- 
ance is checked by a system unparalleled ‘or ac- 
euracy. On application we will wees 4 
scheme of advertising desired, and by 

mail will send our imate. We desire ito be | 
unde: 


that we are the veang 
Firm in the Southern Hemispheres Eetabit ish 
— a quarter of a centu F. T, WIMBLE «| 
, 369 to 373 George St., Spdney, ee 










TO NEWSPAPERS. 


Why do some newspapers present such 
a_ better appe arance than others—sharper, 
clearer, better printed, well defined and easy 
to read 


Because they use the best 
stereotype metal. 
We are all attracted by a clean-cut, busi 


ness-like appearance in newspapers as in 
individuals. Will it not pay you to use 


Blatchford’s Stereotype Metal ? 


MANUFACTURED BY 


E. W. BLATCHFORD & C0., 


CHICACO. 





The 


Best 
Binder 


is the ‘*‘ NEW HANDY BINDER,” 
made by the Howard Manufacturing 
Co. With it the binding is effected 
by a new method, that allows the 
opening of the pages perfectly flat, 
and also allows the faking out and 
replacing of one or more papers 
from any part of the file without 
disturbing the other parts. We have 
them in cloth-covered boards suitable 
for Printers’ Ink. We will send 
you one on receipt of 60 cents. 
GEO. P., e L & CO., 10 
Spruce St., N. 
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Advertising }*er 'e pasiome IF YOU DOUBT, 


H. C. BROWN, | SEND FOR 
Sketches (2697 Frankfort st., EVIDENCE 


\ NEW YORK 


} s to the correctness of o claim that 
MONEY iN iT. a ne cor a our claim 1 
_ Have you faculties for printing one| National Stockman & Farmer 


If so, send to us for prices and sam- 
ples. We furnish electrotype plates PITTSBURGH, PA., 
or sheets, containing cartoons, humor- | 
ous cuts, reading matter of a political has the largest, actual, paid-in-advance sub 
or non- politica: | character. scription list of any weekly Agricultural 
paper in America. 














‘We do it or yes can do it yourself.” 





SINCE AUGUST, 1890, 


our average out-put of mail has been 


‘Over 8,000 pounds per week, 


For a song you can print a Local Illus- 
trated Paper at a profit. 


No Advertisements on Our Side. 





| For the past five weeks it has been as follows 
THE ATLANTIC PUBLISHING co., | September ep iees 8,242 Ibs, 
35 Warren St., N. Y. City. B1......c0ccee Mee 
_ “ 18, S.746 “ 
THE NEW WEBSTER. © ses 
October 2........ 8,568 “ 
gop Call and see Original Post Office Re- 
d ceipts. Exact the same, for consecutive 
issues, of our competitors. 


WEBSTER’S 


AXTELL, RUSH & CO., 
__ PUBLISHERS. | 


} INTERNATIONAL 
DICTIONARY 





Just Published. 
"MAN Ajasiquy 


THE 7 


’ ‘ 
The Authentic “U Unabridged,” comprising rn 
issues of 1364, "oe and ’s4 (still copyrighted), is e 
now Revised and Enlarged, oat teers the 
name of Webster's International Dic- 2s 








senery, ~~ — mes + ej peourese ~ —— 
over 10 Years. ore than torial la 
borers employed. $300,000 expended before SWORN DAILY AVERAGE 
fret co oo printed. Critical examination FOR YEAR ENDING 4 
nvit 2 Best. . 
Sold _ by all Booksellers, Tlustrated pam DEc. 31,1889: ; 
yhiet free. G. & C. MERRIAM & CO., 








Publishers, Springfie Id, Mass. % 2 7 * 6 6 3 


CISISIIIIIIIIIIISISSL A, 





























N _ s Monthly Average, 1890: 

\ =X 

N < Jan..... 27,823 | June... 30,216 

N 2 » Feb... 28 1058 | july.... 31,219 
XN March.. 28,423 | August. 30, 584 

N) \ | 

N =< N —: 28: $383 | Sept... . 30,304 

‘ eN 

\ = vs 

N , fs N ; GUARANTEED TO BE 50 

‘ a PER CENT. LARGER CIRCU- 

N 2 \ LATION THAN ANY OTHER 

N + N DAILY IN THE NORTHWEST. 

\ re the Best S N For Apvvertisina Rares, Aooress 

\) 7 

\ sam Samples of the leading numbers will N R. A. CRAIG, Mar., 

\ be Bne Soom at t of — \ EASTERN OFFICE, 

N 0.5 810 Broadway New York. \ No.18 Tribune Building, N.Y. City. 

Vessnrsssnrsnrsonasr | ¢ tut 
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Last week the average circulation of This Paper 


The Toledo (O.) 


Daily Blade“ 


was 11,800. 


The smallest day was 11,300. The 


largest day was 13,400. 


All the other daily papers of Toledo com- 
bined do not equal the circulation 
of the DAILY BLADE. 


No other daily paper in Ohio, outside 
of Cleveland or Cincinnati, has 
so large a circulation as 


THE DAILY BLADE. 


Cireulation of the 


TOLEDO WEEKLY BLADE 


LAST WEEK, 109,000 


For advertising rates in either edition, adcress 
THE BLADE, 
TOLEDO, OHIO. 
Toledo, Ohio, Sept. 29, 1890. 


is read every week by more than 
TWENTY THOUSAND business 
men who are interested in adver- 


Every Publisher 


of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 


To Print 


and mail a thousand postal cards 
costs not less than $12.50; a 
quarter page advertisement in 
PRINTERS’ INK is printed more 
than TWENTY THOUSAND 
TIMES, and costs but $12.50. 


Every Publisher 


of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 





NELSON’S FAST MILE 


OVER THE KITE 


reminds us that 
Maine gets there in 
the race about as 
quickly and as often 
as any we “‘ Reed” 
about. Modern man- 
ners distance the old 
‘* Dexter’ mode of 
travel. When you 
start around the 
country from Maine, 
the natural course is 
over the ‘‘Kite 
Shaped Track.” Did 
it ever occur to you 


that ‘‘ Comfort ” now speeds over this 





SHAPED TRACK 


CANADA 


track? Yes, not only are the outskirts 


of the country well comforted, but the interior receives its share also. The 


hundreds of rolls of paper that its mammoth press can unwind and print in a 
month would indeed make a kite shaped track around the Union. Press im- 
provements have kept track with other advancements, which has enabled Comfort 
to distance many of the older, all-round mediums and keep well up with its 
own rapidly increasing subscription list. November and December will be 
the months to give Comfort a trial. A full half million monthly circulation 
guaranteed. Rates $2.50 per line, with a discount of 10 per cent. on six 
month contracts, 20 per cent. on twelve months. 
THE GANNETT & MORSE CONCERN, 
Augusta, Maine. 
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Victor Hugo 


r a bd ~ 
On the Twentieth Century; 
‘*In the Twentieth Century war will be dead, the scaffold will be dead, 
animosity will be dead, and dogmas will be dead, but MAN will be alive. For 
all there will be but one country—that country the whole earth ; for all there 
will be but one hope—that hope the whole heaven. All hail, then, that noble 
twentieth century which shall own our children and which our children inherit.” 


Chas. L. Webster & Co. 


(N. Y. City), 
Publishers of the ‘‘ Library of American Literature," a $33 set of books 
On the Twentieth Century: 
‘TWENTIETH CENTURY PUBLISHING Co., 


4 Warren Street, City 
GEXTLEMEN :— | he two insertions of our advertisement in the TWENTIETH 


CENTURY have brought us more responses than any other advertisement of 
equal cost. We take pleasure in inclosing check in payment of bill, and wiil 
patronize you further. Yours very truly, 
CHAS. L. WEBSTER & CO., 
cr. M. WILLIAMs, Mgr.” 


‘The National ‘Typewriter Co. 


(Boston), 
On the Twentieth Century: 
‘* We are enthusiastic over results from the TWENTIETH CENTURY, and 
would cheerfully recommend its value to all who wish to reach a liberal and 
enterprising class of readers.” 


Similar letters from various lines of trade are on file 
and open for inspection. 


Our Own Opinion 
Of the Twentieth Century 


is that, as we represent the radical and progressive element in religion, 





economics, politics, social reform, and ethics—in every State of the Union 
and in Canada—advertisers would do well to appeal DIRECTLY to this 





large and hitherto unrepresented class. 


Consult your Advertising Agent concerning the 
bd ‘ 
Twentieth Century, 
The only Weekly. Radical Magazine in the World, 
New York City. 
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THE YANKEE BLADE. 


ESTABLISHED 1841. 

POTTER & POTTER, Publishers, 
86 and 92 Federal St., Boston, Mass. 
Issued every Saturday. Subeeription gytee, 

bers, 


$3.0 a year. One year to new subse 
on trial, $1.00. 





ADVERTISING RATES. 
Advertisements received for the YANKEE 


BLADE at the rate of 75 cents ad agate line, 
with the usual discounts for time and space. 
DISCOUNTS. 

TIME. SPACE. 
To be used within 1 year 
3 mos.,13 w.,10 prcent.| 500 lines, 10 per cent. 
6 6 1B , “ “6 
12 a“ « |00 « % 
REALING Novices, $2.50 per count line; Reading 
Notices, when accompany an advertisement 
in same issue, half price. No FREE READING 
NoTIcEs, SPECIAL PosITIon, 25 per cent. extra. 


All advertisements, to insure insertion, must be 
in the office of publication twelve days ahead 
of date of paper. 

GUARANTEED CIRCULATION, 130,000 copies weekly. 


WE take pleasure in reproducing 
above, this week, a fac-simile of the 
heading of the editorial page of 7%e 
Yankee Blade. The facts stated there- 
in, in regard to circulation, no adver- 
tiser ever having dealt with them will 
think of doubting. It cannot but be 
a source of satisfaction to all adver- 
tisers to feel that by placing their ad- 
vertising in 7he Yankee Slade they 
are getting their full money’s worth, 
and that the circulation for which they 
pay is an absolute fact. Should there, 
however, be skeptics desirous of ob- 
taining proof, it will be gladly given 
them in the strongest possible manner, 
should they apply to Messrs. Potter & 
Potter. 





OnE of the leading monthlies of the 
day is the Mew England Magazine, 
of Boston. It is edited by Edward 
Everett Hale and Edwin D. Mead, 
and, in both an artistic and literary 
way, is quite the equal of the best 
monthlies. In its pages are found 
most of the advertisers commonly using 
the monthly magazines. 


Ir is a well-known fact that every 
advertiser who has tried 7he Yankee 
Blade is surprised at the great number 
of returns received, which, in them- 
selves, are prima facie evidence of the 
large circulation of that publication. 
So common have been these expres- 
sions of surprise that the publishers of 
that enterprising family paper have 
lately illustrated the idea in the Octo- 
ber number of Artin Advertising, by 





PRINTERS’ INK. 


a clever sketch representing the aston- 
ished advertiser, who, having inserted 
his advertisement in 7he Yankee Blade, 
is fleeing for life before the avalanche 
of letters which it has brought down 
upon him. 





OnE of the most taking designs ever 
made for the purpose of drawing at- 
tention to an advertisement appears in 
the October number of 7he Amesbury 
Vehicle, a journal of the carriage trade 
published at Boston. It forms a part 
of the advertisement of the Biddle & 
Smart Co., carriage manufacturers, and 
the idea will undoubtedly be worth 
many thousand dollars to that enter- 
prising firm. The publishers of 7he 
Amesbury Vehicle tell us that they 
have a few copies of the October num- 
ber remaining, and on receipt of 20 
cents will send one to any advertiser 
desiring to avail himself of the sugges- 
tions therein contained. 





PERENNIAL PROSPERITY. 


The man who advertises well is never pained 
nor pensive ; 

If he employs 74e Yankee Blade, is never ap- 

rehensive ; 

His calm tranquillity of life flows like a placid 
river, 

In uniform prosperity, forever and forever, 

The man who takes 7he Yankee Blade as ad- 
vertising medium, 


Though counting greenbacks will involve a 
necessary tedium, 

Will never be compelled to live in poverty’s 
austerity, 

But sit within the sunshine of perennial! pros- 
perity. 


> 
The New England Fireside, always 
a popular monthly, has recently gained 
an additional impetus in circulation, 
the result of new and successful man- 
agement. The publishers are guar- 
anteeing an average circulation of over 
33.000 copies during the next six 
months. In the months of November 
and December, special editions of 
50,000 copies each will be circulated. 
Twenty cents an agate line for ordi- 
nary editions, forty cents an agate line 
for special editions. Ona six months’ 
contract no extra charge is made for 
November and December editions. We 
would advise advertisers to give this 
publication a trial. 





In these facts there is food for 
thought. There has never before been 
such an opportunity offered to adver- 
tisers. It is a wonderful thing, get- 
ting so cheaply a guaranteed circula- 
tion. 
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AN EXPLANATION. 


Ee se 





abate 
Come down, come down, you soaring muse, 
And do your duty telling news, 
Last week's dish was lacking season— 
Wanting rhyme, though filled with reason. 
Another chance is yours for fame, 
- ¢ 
i To tell in rhyme the greater gain ; 
That comes to every advertiser 
Following you, shrewd adviser 
This, then, the conclusion, 
That there’s no obtrusion 
Half so wise 
To overcome seclusion, 
Banish all delusion 
: Advertise ! 
Where can be found the learned tome 
Whose wise advice, when read at home, 
With firm conviction will inspire 
Its reader with the true desire 
To be an advertiser great ? 
There is none yet ; there may be late. 
Now only paths marked on the sod, 
Show clear the way, where men have trod 
Achieving riches from the homes 
Wherein are weekly read the tomes f 
Whose godly counsel day by day 3 
4 ange . i 
Gains loving heed and—these are they ; 
Sunday School Times. 
A. .. PHILADELPHIA. 
rice P 
. vas resbyterian. 
f Advertising Lutheran Observer. 
Without Duplication National Baptist. 
of Ciieuiation Christian Standard. 
Presbyterian Journal. 
HOME 14 BEST Ref’d Church Messenger 
JOURNALS WEEKLIES Episcopal Recorder. 
Every Week pat spepramser. 
Over 260,000 Copies ristian statesman. 
seapen ov Christian Recorder. i 
Religious Press Lutheran. ; 
Association BALTIMORE. 
Phila Baltimore Baptist. 


Episcopal Methodist. 
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Our 
(Country Home, 


NEW YORK, 


3 
HAS A PAID-IN-ADVANCE SUBSCRIPTION LIST OF 
~ N 
MORE THAN (00,000. 
We prove our circulation by affidavits, or by postage receipts We will accept 
good business, either direct or through any responsible advertis 
ing agency, subject to proof of above circu 
lation, or make no charge. 
. 


AAAAAAAAAAAAAAAAAAAAAAAAYAT AAA Ay Ay AAA Ay Ay AAA Ay Ay yA yyy Ay yyy Ay yy 


Our Country Home 











Is published monthly, and is to-day recognized as one of the 
4 Leading Rural Home Journals of America. 
Each Number consists of Sixteen to Twenty-four Pages, 
: handsomely illustrated and well printed. 
AAAAAAAAAAAYAyAyAy Aya yAyAy yyy Ay yy yyy yyy AA yA yy Ay Ay AyA yyy Ay yyy Ay Ay Ay Ay ys 
ADVERTISING RATES. 
Ordinary Advertisements ............-.cccesecseess 60 Cents per Agate Line. 
DISCOUNTS. 
i teiicesccscackecans egmeseaewsrenecsesénéeovess 5 per cent. 
i. acieuninintordniiniiienameinnbnte kines 10 per cent. 
BG FP Serco cccccecconctsacesacesssscesopssecscsesces 15 per cent. 
SEND COPY and ORDER AT ONCE FOR NEXT ISSUE. 
: 


OUR COUNTRY HOME PUBLISHING CO., 


88 Fulton St., New York. 


PPAA AA AAA AAA 


a 
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TRADE 


NEWSPAPERS 
KNOWN 
(CIRCULATION 


MABK 







THE POST-INTELLIGENCER, 


SEATTLE, WASHINGTON. 


CIRCULATION : 
DAILY, - - - - - 10,000 
SUNDAY, - - - - - 10,500 
WEEKLY, . - : - 12,000 


VHE FOLLOWING LETTER indicates the estimation in which it is held by 


the largest wholesale drug house between St. Paul and the Pacific Coast : 
SEATTLE—TACOMA—WALLA WALLA. 
STEWART & HOLMES DRUG CO., INCORPORATORS 
WHOLESALE AND RETAIL “ ° 
DRUGGISTS, A. B. STewarr, 


H. E. Homes, 
A. M. STewarrT 


AND DEALERS IN 
DENTAL Goons, PHOTOGRAPH STOCK, 


Surgical Instruments. Cc. ©. Baitou 
SEATTLE, Wash., Aug. 2, 1890. 
Mr. BRENT GOOD, Mer. Carter Med. Co. 

DEAR Sir: I beg to recommend to you our Post-/ntelligencer 
as an excellent advertising medium. The circulation is not confined 
to our local limits, but embraces the whole State of Washington, 
and if you want to ‘‘ get to the people,” it will take you there. 

Yours truly, H. E. Hoimes. 
A. FRANK RICHARDSON, 
SPECIAL EASTERN ACENT, 
13, 14 & 15 Tribune Building, 317 Chamber of Commerce, 
NEW YORK. CHICAGO, 
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Tue $3 List: 


Bargains in Advertising 





Daily N ew ‘spapers 


Many Principal ities and Towns. 


Advertisers may select any 50 or more 
Dailies from the list at a cost of $3 per inch, 
a month, per paper; and the advertisement 
will be also inserted gratis in the Weeklies of 
the Dailies, as named in the catalogue. 

A one-inch advertisement inserted one 
month in the entre ist (includin Dailies 
and 260 Weeklies) costs $750. Ee Por three 
months, $2,250, less 10 per cent., or $2,025 net. 

The combined monthly issue of the Dailies 
is 9,069,800 copies, and of the Weeklies, 
2,159,000 copies. 

Advertisements are forwarded the day the 
order is received, and prompt insertion is 
guaranteed. 

For any selection of less than 50 of the 
papers approximately low figures will be 
given on application. 

The LIST WILL BE SENT FREE, 
UPON APPLICATION TO 
GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
1o Spruce Sr., New York. 


<PASEDA BOOK 


—OoF— 


ayermng "2" 


AILY NEWSPAPERS [IN NEW YORK 
city with yey Rates. 
AILY RS IN CITIES OF 
m than 150,000 population. 
Dé NEWSPAPERS IN CITIES OF 
more toee ae ek ulation 
TH LOCAL NEWSPAPERS, 


€ mR. 1. aaa ean of Sole aoan population 
and wer a ,0rtant county seat. 

ONE PA oo “i A STATE: the 
best one roy an adv 

STATE COMBINATIONS IN paw H AD 
v ortiooments are pagexted at half 

MALL LIST TO ADVERTI + "EVERY 

mS. of the country: a choice selection, 
made with great care, vaiged by long experi 


ence. 

LARGEST CIRCULATIONS. A COMPLETE 
List of all papers issuing regularly more than 
25,000 copies. 

NINE ane: AINS IN ADVERTISING FOR 
exper:mento 

BARG GAINS. IN ADVERTISING IN DAILY 
News pers in many cities and towns; offers 
peculiar inducements to some advertisers, 

CLASS JOURNALS. AN EXTENSIVE 

List of the very best. 

6.34 VILLAGE 
NEWSPAPERS— 
more than one-half 
f all the American 
Weeklies—in which 
\dvertisements are 
inserted for $48.75 a 
line and appear in 
the whole lot. 
sent to any 
address for 













THIRTY CENTS. 


| 
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‘American Newspaper Directory 


FOR 


1890. 


Twenty-second Annual Volume, 

















Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information on 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov 
ernment rely upon its statements as the 
-y —Y authority. 

‘o- a brief description of each place 
a which newspapers are published, stating 
name of county, population of place, etc., ete. 

It gives the names of all Newspapers and 

other Periodicals. 

It gives the Politics, 

Characteristics. 

It gives the nore of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s a. 

It gives the Size of the Pa 

It gives the Subscription rice. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 
| County, and also shows the geographical 
| section of the State the County is located in. 

It also contains many valuable Tables and 

Classifications. 

Sent to any address on receipt of price, by 
GEO. P. ROWELL & CO., 
PUBLISHERS, 

(Newspaper Advertising Bureau), 
ro Spruce St., New York. 


| 
It YOU WISH 


ro Advertise 


} 


Religion, Class or 





Anything 
Anywhere 


AT Any time 
WRITE TO 


GEo. P. ROWELL& Co. 


No. ro Spruce Street, 





NEW YORK. 



















PRINTERS’ INK. 








CLIPPER CUT INK. 







in the 


ol, 
ul) Market. 


_ 
Ae 







W. 0. WILSON PRINTING INK GO, Ltd, 


140 WILLIAM ST., NEW YORK, 
Have put an Ink on the market called “CLIPPER CUT,” 
which cannot be excelled for the price. 


for printed specimen see the N. Y. Clipper. 


Prices of this Ink in quantities are as follows: 


f-  Mdse+ s400cse0ereus erie 60 cents a pound. 
10 ‘ eh oAeneha ashe ea nina eel a + . 
25 “ “ 40 
rr rTerrie TT etre 
50 ” “tro ee < is - fi 
100 ” SY eciehehdhtetenene une 2,5 “* “ 





ADDRESS 


W. D. Wilson Printing Ink Co., L't'd, 
140 WILLIAM STREET, 
NEW YORK. 
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ANATIONAL | Springfield, Mass., | PUBLISHED 
SEMI- aie IN TWO 


MONTHLY. Chicago, Ill. EDITIONS. 
A STEADY INCREASE. for niin ee 


the previous year, 24,248 subscribers having been added to its lists 

b ] To July 1, 1890, shows the average 
SIX M NTH RE OR D circulation of each issue of FARM 
AND Home to have been 221,333 copies. 


This number has been required for its regular list of paid subscribers, with the exception 
of those used by our agents in canvassing for new subscribers, and for advertisers and ex 




















changes. Nosample copy circulation 
The circulation of FARM AND HOME is now increasing so rapidly that our editions 


require at least 


250,000 COPIES EACH ISSUE, 


And we Guarantee a Circulation Not Less Than This for the Coming Year. 





EASTERN EDITION 
Not Less Than 130,000 Copies Each Issue. 


WESTERN EDITION 
Not Less Than 120,000 Copies Each /ssue. 














With the above circulation each issue of FARM AND HOmgs at the usual average will have 


OVER A MILLION READERS, = 


ADVE RTi Ss ] N CG RATES for either Eastern or Western Edition 

80 cents per agate line each insertion. 
For both Editions $1.50 per agate line each insertion. Discounts for large contracts made 
known on application. 


COPY MUST REACH US 
10 DAYS BEFORE DATE OF ISSUE. 
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PRINTERS’ INK. 


Nearly every successful business house has experienced, at some time, A LONG FELT 
WANT. FARM AND Home has been there for two years. This particular want has been a 
Perfecting Press that could print its immense and fast increasing editions with speed and 


without sacrificing good work. | 


THE WANT HAS BEEN SUPPLIED 


+ ++ * 


By the Stonemetz Printers’ Ma- 
chinery Co. of Millbury, Mass., who 
have built for us, ata cost of $10,000, 
a press that fills the bill, and FARM 
AND HomE is now printed and fold- 
ed upon this press, doing away with 
the slow and inconvenient method 
of hand feed, flat bed presses and 
folding machines. The Stonemetz 
Press takes the paper in rolls and 
automatically prints, folds, pastes, 
and perforates FARM AND HOMB 
complete, at a speed of 5000 copies 
per hour. With this Perfecting § 
Press we are better prepared to meet 
the increasing growth of FARM AND 
Home, and push it more vizorously 
than at any time in its history. 


- ++ 


ENLARGED AND IMPROVED. ,"?".""."" 


HoME was enlarged so ag to permit of nearly 15 per cent more reading matter, without change 
of subscription. This enlargement allows us to add new features of interest and increase some 
of cur present departments,which cannot fail to greatly add tothe value of FARM AND HOME 


To its Million of Readers. 











FA&M AND HOME now has one of the best equipped publishing houses in the United 
States Its five story building, in Springfield, Mass., gives it abundant room, and is fur 





ished with the latest improved appliances needed for the quick and convenient transac 
tion of business 


THE IDEA OF DIVIDING ITS CIRCULATION 


Into two editions, Eastern and Western, which was carried out two years since, has result 
ed ina largely increased business, both in subscriptions and advertising. 






OUR WESTERN OFFIC To make its Western edition { 
Sstill better adapted to the field 
in which it circulates the publishers have decided to have one of its managing editors located 
in the West, with headquarters in our present business office, 543 Rookery Building, Chicago, 
Il}. Communications for the editor, as well as business letters, can hereafter be addressed ry 
543 Rookery Building, Chicago, IL, or to Springfield, Mass. ; 
a 






THE PHELPS PUBLISHING COMPANY, PvescisHers, 


Oct, 1, 1890. 











396 PRINTERS’ INK. 


500,000 DAILY CIRCULATION. 








The Ginemnati Post, 


CINCINNATI, OHIO. f 


The St. Lows Chronicle, = 


ST. LOUIS, MO. 








DAILY AVERAGE CIRCULATION: 


The Cincinnati Post, - - 60,000 
The St. Louis Chronicle, - - 30,000 
Total, - - : 90,000 


THE CINCINNATI POST, Cincinnati, Ohio, 
Guarantees to Advertisers - 





1. Larger Circulation than any Daily Paper in the State of Ohio. 

. Greater Circulation in Cincinnati and Hamilton County than all other 
Papers combined. 

3. Greatest Circulation in the 750 Cities and Towns surrounding Cincinnati. 

4. Sworn Daily Circulation to exceed 55,000 Copies. 


THE ST. LOUIS CHRONICLE, St. Louis, Mo., 
Guarantees to Advertisers - 





1. Largest circulation of any exclusive afternoon paper in the State 

. Greatest Local Circulation in St. Louis than any other paper (with one 
exception). 

. Greatest Circulation in the 300 Cities and Towns surrounding St. Louis 
(with one exception). 

1. Daily Circulation to exceed 26,000 Copies. 


THE POST PUBLISHING CO., 


95, 97 and 99 LONGWORTH ST., CINCINNATI, OHIO. 


THE CHRONICLE PUBLISHING CO., 


14 SOUTH SIXTH ST., ST. LOUIS, MO. * 





MILTON A. McRAE, Manager. 








EASTERN OFFICE: 
C. J. BILLSON, Manager, 88 Tribune Building, N. Y. 





